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is contained in the following state- 
ment from ‘* The Advertiser's Guide,’’ showing the actual 
cost to one of its clients of an advertisement in ten 


hewspapers. 
THE PHILADELPHIA 


Th } 


“= RECORD ~ 


Careful advertisers measure such valu hy not? 


“ Number of 
Replies Cost 


PHILADELPHIA mee . 206 $16.64 
Chicago Record ._. . 200 18.20 
Cincinnati Post . : ; 159 18.22 
New York Press . ’ ; 144 8.24 
Cincinnati Enquirer... 128 15.76 
Pittsburg Times. 123 9.24 
‘Rochester Dem. and Chronicle 101 9.44 
Detroit Free Press . , 77 8.34 
Chicago Times-Herald ._. 71 12.47 
Chicago Tribune hee oe 9 6.76 


THERE’S PROOF OF THE PUDDING HERE, 
particularly on the importance of cultivating the Phila- 
lelphia field. Who says THE RECORD is not the me- 
dium with which to do it ? 

SS — — MO sFor rates address 
Average Circulation in 1896: THE. RECORD PUBLISHING CO., 
Daily Edition, 170,402 brew sneni 
Sunday 124,234 ——eee 
eee 
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Most Eagerly Studied 
IS THE LOCAL WEEKLY. 


Its arrival is one of the important occurren 
of the week. 

The eagerness with which its columns 
scanned is astonishing to one living in the city. 

Every line of that paper is read, and mos! 
it committed to memory by every member of 1 
family as well as the help. 

It is a newspaper which reaches more pers: 
with each copy issued than does any other me- 
dium extant. 

Its returns are greater for each dollar invested 
in advertising in it than can be shown by other 
publications. ) 

It is the only means of thoroughly reaching 
the millions of people who do not reside in cit 


Our new sixty-page catalogue explains how one order and one electro places t 


tiser before one-sixth of all the country readers of the United States. It car 


ATLANTIC COAST LISTS, 
134 Leonard Street, New Yo 


the asking. 
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NTERED AS SE 


XIX, 


ND-CLASS MATTER AT THE 


NEW YORK, 


THE BEGINNING OF 
TISING 
Claude C. Hopkins. 


ADVER- 


31 


i 
[ venture the opinion that more suc- 

general advertisers grew up to 
aper advertising than ever started 
t 


t 
1 it. 
know that this will seem like 
sy toward many widely accepted 
rines which I do not intend to op- 
but I experience 
proved many conspicuous theories 


believe that 


rficial while they are not entirely 


t 


lhe fault lies not alw ays in the news- 
advertising, but in depending 
uch on it; in omitting the auxil- 
forces that have helped to make it 
There is a lack of growth, and 
experience that with 
There is a want of that sub- 
11 foundation which so many suc- 
advertisers have first laid in 
rity 
ere are important methods of ad- 
g in which no one has sufficient 
advocate. They are meth- 
f which few onlookers know, and 
know the value. Almost nobody 
ls them because there are no re- 
ig and those 
them best treat them as business 
Yet those methods have laid 
indations of many successful en- 
Seldom has an advertiser 
without the help of some of 
More advertisers 


those 


ne comes 


to 


commissions, who 


led 


have pros- 


by methods alone ; most 
sful advertisers began with them. 
e are the methods which the new 
s apt to omit, if he begins 
newspaper advertising, and most 


of 


history success proves his 


iker Oats is a successful food 
idvertised largely in magazines 

in newspapers. That much 
nspicuous to any student of adver- 
, and it would seem that magazine 
tising had proved in that line the 
profitable. But suppose that the 
rtiser of anew food product guided 
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se solely by sucl n, 


1 a conclusio 


would he be apt to win? 
History f 

ditions, 

tions. 


is a r guide than 


ry 


bette con- 


hist made 


Oats 


yecause 
Quaker advertised 
first by samples delivered from house 
to house, and that and other 


con 


ll- 


was 


methods 
were continued for years before either 
or newspapers knew that 
familiar Quaker. When maga- 
zines were first used, this product was 
on sale in most of the 
of the country. The foundation was 
laid, the demand established and the 
article well distributed. The new ad- 
vertiser whose product is on sale almost 


magazines 
now 


grocery stores 


nowhere is in a vastly different posi- 
tion. For him to begin at the point 
which another advertiser has reached 
ten years after beginning might be like 
commencing to build at the roof. 
That which see of successful 
advertising probably represents the 
@rowth of years. The new advertiser 
cannot safely map out his course by it. 
The beginner in music 
try to start with 


we 


might as well 
This 
especially true if the new advertiser is 
possessed of either limited or 
scanty courage. Back of what we see 
lies a history that cannot weli be dis- 
regarded. Below it | a foundation 
that was probably laid in comparative 

livion. Combined with it are meth- 
ods that the advertiser doesn’t show. 


Beethoven. is 


means 


ic 


\ stove-polish maker, who is to-day 
largely cited a successful user of 
both bill-boards and street cars, told 
me that he had never used another 
method which paid him so well as did 
the distribution of samples used in the 
start of 

One 


as 


his business. 
of the be 
articles is so 
holds nine 
line the 
siderable 
of 


through exhibits in stores. 


st 


1 
known 
ad 


household 
ertised that it 
the trade in its 
and against con- 
vet practically 
been 


well 
tenths 
world 


1 


over, 


competition ; 
all its advertising |} done 


1as 
rhe Pabst Brewing Co., to-day pat- 
rons of nearly all forms of publicity, 
began by the distribution of millions 
of books years before advertising men 
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considered them advertisers, and they 
still continue to mail out five million 
books annually, A half dozen malt 
extract makers, who started in adver- 
tising by more conspicuous methods, 
have since withdrawn from the fiela. 

One of the most profitable and best 
known of infant and invalid foods is 
Hlorlick’s Malted Milk, yet its makers 
have not yet reached or 
newspaper advertising 

The sales of many proprietary reme- 
dies were built up in obscurity. 
makers expended all their first efforts 
in seeking the favor of physicians. 
Some started their by selling 
from house to house. Some owe their 
success to their methods for interesting 
druggists. Many have used samples ; 
more have used books. It is 
larly and 


magazine 


Some 


sales 


particu- 
most universally true in 
this line that the most 
methods are those that are 
least by the outsider. a 

I do not believe that many success- 
ful advertisers value auxiliary 
methods higher than newspaper ad- 
vertising. They know that in order 
to cover the whole field, and secure 
the greatest results, the broader modes 
of publicity are necessary. But if ex- 
perienced advertisers were to begin 
their over, at least those 
whom I know would begin as they 
did And I believe that the 
majority of successful general adver- 
tisers, if compelled to the choice be- 
tween newspaper advertising alone, and 
their auxiliary methods alone, would 
the methods that we know 
least about and that we least appreciate. 

3ut the chief value of these auxiliary 
methods to the new advertiser lies not 
in their effectiveness. They confine 
his territory, and give him experience 
at the smallest cost. They show him 
the value of details. They bring him 
in touch with his trade, and enable 
him to quickly note the effect or lack 
of effect in his efforts, They demon- 
strate the necessity of having the sup- 
ply in advance of the demand, and 
concentrate his efforts to those points 
where dealers are ready for customers. 
They develop the methods that will 
necessary to his success. They 
form a school of experience where 
education is cheap and mistakes are in- 
expensive. That is their chief value, 
though advertisers seldom outgrow 
them. 

Nine months agoa large manufactur- 
er gave to an advocate of newspaper 


successful 


noticed 


thes« 


business 


before. 


choose 


be 


advertising a certain sum to be us¢ 
a certain section. I am not going t 
definite too many know 
facts who ought not to know the 
come. The amount appropriat 

liberal. To have covered the co 
at a similar iate would have cost | 
million dollars annually. The an 


was used in newspapers to the be 


because 


the man’s ability, for a large co 
was at stake on the result of the 
ment. But after nine 
found that the advertising is n 
unprofitable, but that it had 
able effect on the sales. The 
is now discontinued, and an 
ising advertiser is convinced 
Was tl 
paper advertising at fault? My« 
is that it The tro 


that nothing else aided the newspa 


months 


no apy} 


idver 


S 


vertising doesn’t pay. 
was not. 


| he advertising 


£g was out of to 


the business. There was no f 
tion 
Even the 


work in « 


and no combination 
sales department 
onjunction A ma 
advertiser might as well try 
his advertising pay without f 
up inquiries. 

Another wealthy manufacture 
I know finds himself unable to 
between the advocate of 
and the counselor of paint 
divide a State, and give each 
certain sum h 


new 

So |} 
and carte blam 
section. A ce mparison ot res 
tended to determine the futurs 
of the advertiser. Can there | 
qnestion about the outcome? 
advertiser reasonably hope to s 
through the mere signing of che 

That is why I argue that other 
ods are better to start with, un] 
advertiser has or employs the « 
ence that enables him to right 
bine all the forces that are ne 
to success, 


— ad 
NEWSPAPER AND MAGAZINE NA 
ILLUSTRATED, 


“THE YOUTH’S COMPANION.” 
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NEWSPAPER ENTER- 
PRISE. 


AN OHIO 


The Select List of Ohio Newspapers 
is the name of a combination of the 
principal dailyand weekly newspapers 
of the principal inland cities of Ohio. 
The combination was organized to 
promote the business interests of its 
members. It is one of the functions 
of the association to see that the circu- 
lation of each paper in its membership 
is correctly quoted. The papers make 
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name of the city as well as the name of t 


aper where each member of the Select I 
is ‘located, the towns in all but one or t 
instances being county seats. The towr 


designated by a large and conspicuous dot 
which, together with the name of the t 
and paper, is printed in red, making at « 
an attractive and suggestive map, show 
how completely the Select List papers cx 
the State of Ohio. 

When a paper is dropped from the list « 
new member added, a new plate for print 
the red is made. Our engraver keeps 
original drawing from which the red plate 
photographed, and each time a change 
necessitated this drawing is changed 
erasing the name of the paper dropped 
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their advertising contracts individually, 
but make known to one another the 
terms upon which they have received 
or accepted advertising. The associa- 
tion issues a map showing the location 
of its various papers. Concerning this 
map, Mr. Arthur D. Hosterman, the 


secretary, gives the following interest- 
ing information : 

The map is printed in two colors, the black 
printing showing the outline of the State, as 
well as the outline and name of the various 
counties, 


The second plate contains the 








the addition at the proper place of a new 
peradded. Then a new photograph is 1 
and a new plate etched, which exactly r 
ters with the outline map and enable s 
easily to print the two plates together with a 
perfect register, and to keep the list 

date right along with little cost or trou 


-_ 

ONE WAY. 

“7 sent a dollar last week,” said the G 

Thing, “‘in answer to that advertiser t 

offering a method of saving one-half my 45 
bills.’ 

And you got— 

* A printed slip « directing me to paste them 

in a scrap-book,”—A merican Druggist 
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4 A Tale of Three Cities. 


NEW YORK. 


Newsdealer R. CASSIN, 
32nd Street and 8th Avenue. 
‘**T never saw anything like the w: rue NE 
js booming. I have been 


both the daily and Sund: 


BROOKLYN. 


Newsdealer FOX, 
109 Flatbush Avenue, Brooklyn. 
*“THE NEw YorkK TIMEs is selling finely, sale 
both daily and Sunday. I keep’ inc reasing my orde 


constantly. There seems to be no let up. Pe 


her papers to THE TIMEs all the time 


JERSEY CITY. 


Newsdealer BYDER, 
Jersey City Ferry, New Jersey side. 
** I have been here at this same stand t 

arsand I must say that the daily and Sunday New ‘ 
never sold as it does at present. THE TIMEs is 

an any other New York paper, in fact, better 
paper on the stand. The Saturday paper, with 
Books and Art Supplement too, is away up in sales.” 


The New York Times 


“All the News That's Fit to Print.’’ 
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PRINTERS’ ADVERTISING. 

In large cities the least productive 
advertising for a printeris advertising 
in newspapers. A printer’s customers 
are mostly local, and the circulation 
of a newspaper spreads over a vast 
territory that the printer cannot hope 
to do business in, although he must 
pay the full advertising rates. It 
would consequently be a mistake to do 
much advertising of this kind, because 
of the unavoidable waste. 

Straight personal appeals under full 
letter postage is the best way to send 
out printers’ advertising matter. Com- 
pile a list of names of people whom 
you know to be users of printing and 
with whom you would like to do busi- 
ness. Tell them about your advan- 
tages and tell them why it would be 
to their interest to send their orders 
to you. Tell them as you would tell 
them if they were sitting beside your 
desk and you were talking to them. 
To make up a proper list of names 
may require considerable time and 
some expense, but it is worth all it 
costs. Keep hammering away at the 
same names and adding new names 
whenever there is a chance. Occa- 
sionally send some kind of an an- 
nouncement or reminder to your regu- 
lar customers. Don’t neglect them. 
Let them know that you are alive, or 
some other printer’s advertising may 
win them over from you; customers 
like to know that their printer has en- 
terprise, and when the opportunity 
presents itself they will be very apt to 
recommend you to some acquaintance. 

Put your imprint on your work 
whenever it is possible. This may be 
quite small and unobtrusive, but if 
your work is worthy of an imprint in- 
sist on having it appear. 

Make your own announcements 
tasteful. 

Inclosé self-addressed envelopes in 
your correspondence. 

If you do a particularly nice piece 
of printing send samples of it to peo- 
ple who are likely to be interested. 

Classify your samples in separate 
sample books and keep duplicate sam- 
ples to send by mail when necessary. 

Pad your waste paper and distribute 
to your customers with your ad on the 
back of each pad. 

Put a neatly printed blotter in every 
package of office stationery. 

Remind your customers when it is 
time to get out a holiday announce- 
ment or seasonable circular. 





Distribute ‘‘ Early Closing Car 
in summer, and ‘‘ Please Close 
Door ”’ cards in winter. 

Have a neat and comfortable | 
ness office in which to receive y 
customers, Don't expect then 
stand up in front of a home-n 
counter or transact their busir 
through a hole in a partition.— 
Inland Printer, Chicago. 

Sal cai 
SHOP MOTTOES. 

—We sell to sell again. 

—What you want is here, 

—Look well before buying. 

—It’s our pleasure to please you 

—Goods cheaps, not cheap goods 

—An unfair profit would injure 

—We sell to-day to sell to-morr 

—A good bargain for you is a 
to us. 

—We want to make our store yj 
store. 

Misrepresentation is the suic 
trade. 

—QOur goods make our prices 
small. 

—To satisfy the buyer is our 
proht 

— We prefer fair criticism to fu 
praise. 

—You can make a little money 
big here. 

—Everything as advertised, or a 
tle better. 

—The cold weather has contra 
our prices. 

—No customer must leave the st 
dissatisfied. 

—Our help in your selections, 
you seek it. 

-We buy for our benefit to s¢ 
your benefit. 

—Our goods please the eye 
prices the purse 

—Let us both befrank. We lil 
answer questions. 

—Goods out of sight will be sh 
at a word from you. 

—We are as ready to excl 
goods as to sell them. 

—We want our name to beco 
‘* by ”-word with you. 

—In the union of our goods and 
prices there is strength. 

—The footste»ss of returning 
tomers are our best solace. 

—To do well may suit some 
surpass everything suits us. 

—A good bargain is talked a! 
*Tis our best advertisement. 

—Busginess is not benevolence, 
we will make ours benefit you 








USE THE OO HE 
San Francisco 


CALL 


Its circulation warrants a share of your ad- 
vertising patronage. 


No better service can* be furnished by its 
competitors. 


Make your goods known and sold through 
the columns of this journal, recognized 
by the entire population of the Pacific 
Coast as the great family paper. 


Circulation exceeds 51,000 daily. 


The San Francisco Call .# 
SUNDAY # DAILY * WEEKLY 


CHARLES M. SHORTRIDGE, 
Editor and Proprietor. 


D. M. FOLTZ, Eastern Mgr., 34 Park Row, New York. 
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THE VALUE OF 
| A PROPER INTRODUCTION. 


You can, when necessary, intro- 
' duce yourself to the man with whom 
t 


CN eee 


i you wish to do business. 


You prefer, when possible, to be 


} has confidence. It makes it easier to 
¢ . 
4 do business. 


Every advertiser in the village 


J weekly is so introduced into the home 
f of each of its subscribers. 

1 . . 
j Do you wish to introduce any- 
f thing into the homes, through the great 


i Middle West, of the people who buy ? 


| 


H 
ij 
f introduced. by some one in whom he 


| If you let us arrange for the intro- 
f duction, you will be astonished to find 
how cheaply and easily it can be done. 


CHICAGO NEWSPAPER UNION 


10 SPRUCE STREET, 93 So. JEFFERSON ST., 


: 
/ New York. CHICAGO. 


The States of Ohio, Indiana, Illinois, Wisconsin, lowa, Nebraska, 
Minnesota and Michigan contain the rural communities most valuabk 
to the advertiser. An advertisement covering this territory is inserted 
in all the papers of the CHICAGO NEWSPAPER UNION lists as 
easily as in any single papér anywhere. 
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A GALESBURG SUCCESS. 


rH 
THE 


‘YELLOW FRONT” 
** OWL MAN,”’ 


et the ‘‘Owl Man” out at the 
show in Chicago recently. His 
is in Galesburg, Ill., and he is 
ise known as Mr. 
hill. He is one of the 
enterprising hardware 
rs in the United States, and his 
ss, a remarkable one by the 
strong commendation of the 
ink in a line of 


STORY OF 
iS TOLD BY 


George B. 
most 


ng and 


way, 
value 


business 


rinters’ 


h many of its devotees declare im- 


le to stimulate through the col- 
f the daily press. 
Churchill has grown up in the 


lware 


, thanks toa 
and study in 
again success- 


again last December, and 
year’s active experience 
good advertising, was 
ful. 

‘The winning of the prize the first 
time made me think,’’ said Mr. Church- 
ill, ‘‘that I might be able to write ad- 
vertising for our store. So I started 
ina yearago. Wehad been going along 
in the old hardware rut, and had been 
doing a But we had 
distinctive about our 
and I determined to make use of 
them and push them in the newspa- 
pers. We had an for a trade 
mark, and for fifteen years have 
had our store painted a chrome yellow. 
That's what I had to work on.” 

“What 


good business. 


b 


some features 


store, 


owl 


we 





ness. 
eganto 
fora 
lware 
er in 
thern 
1nois 


ne 


In 
years 
ight a 

sin 
sburg, 

an- 
man 
part- 








‘in ow! who Was subject to chil!s 

And ruined her stomach wit pills, 
One efternoon happened, down town 
Dressed up in hePSundey gown ; 

To the “Owl Store” 

And straight home sent 
A stove that would toast her tocs brown. I 


We Never Sleep. 


The G. B. CHURCHILL CO. | 


Curved Yellow Front, 
With Owl Over Door. 


ideadidyou 
have in 
mind, Mr. 
Churchill, 
when you 
started out 
on this new 
ad vertising 
campaign?” 

** T set out 
to make the 
G. B. Chur- 
c hill Co. 
store the 
best known 
pl ace in 
Gales! yurg 
deter 
mined to 
have 


she went, 


every- 
thing so far 
as possible 
just as dif- 
erent as I 
could from 





hip, 
n along in the old-fashioned hard- 
iy forthirteen years. In April, 
Mr. Churchill started the G. B 
1 Co., of which he owns all 
) shares. Jt is the establish- 
this concern that is known as 
Front,” 
Churchill had been an advertis- 
years, but had always used the 
gceard. A year last De- 
when the Bissell Carpet 
r Company offered a prize for 
st ad for their sweepers, Mr. 
ill thought he would try for 
He had been reading PRINTERS’ 
ra long time and had gathered 
it some ideas on advertising. 
ied and won first prize. He tried 


Ye llow 


ago 


everything 
that was advertised in the daily 
papers. To this end I began to talk 
about our owl and our yellow front and 
the curved glass in our window. I had 
a big owl made, and put it up over the 
door with electric lights in its eyes. I 
had a lot of little owls made for bor- 
ders for all our advertising. I used 
these every time. Then I had a lot of 
owls made doing all sorts of things— 
cooking, skating, sawing, raking, 
riding bicycles, and everything of that 
sort. I used these for borders, too, 
and larger ones to illustrate the ads 
themselves. Then I adopted the catch 
phrase, ‘We never sleep,’ and used 
that right along.”’ 

‘* And the reading matter ?” 


else 
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‘‘That was in the form of jingles. 
Here’s one of them: 
Anowl who was taking his ease, 
In a hammock that swung in the breeze, 
Said, “* It is no lie 
That whatever I buy 
Of Churchill is dead sure to please 

‘The illustration that went with it 
was, of course, an owl swinging in a 
hammock,” 

‘* Where do you get the jingles?” 

“Well, the first of them I bought, 
and some I wrote myself. Now I get 
them from most everywhere. People 
bring them in and give them to me. I 
have one that a tramp, who had been 
in town just twenty-four hours, sold 
me for the price of three drinks of 
whiskey, as he expressed it.” 

Mr. Churchill had some of his ads 
in his pockets and showed them to me. 
Here is one: 

An owl from a visit to hell 

Had a wonderful story to tell— 

The best furnace used there, 

Under Satan’s own care, = 

Was the kind that the “* Yellow Front ”’ sell. 


They were all in the catchy jingle 
form. 

Another thing that I noticed about 
them was a variety of catch phrases, 
‘‘Hump in the glass, hump in the 
store,’’ ‘Curved yellow front, with 
owl over the door,” ‘‘We make the 
ow] hump at the yellow front.” ‘‘ The 
front turns in and so do the people,’’ 
‘* Always awake, always hustling,’’ 
and a lot of others I can’t remember. 

**You don’t object to the use of 
slang phrases in your ads, I see ?”’ 

‘*No, I think people remember 
something like that better than a staid 
quotation. I use slang or anything 
else that will catch the eye and keep 
the owl in the mind of the public.” 

“You believe it is the best way, 
then, to get your store distinctively 
known first and the trade will come ?”’ 

“Yes, I think so. Our owl and 
yellow front have become a landmark. 
Strangers in town are directed with 
reference tothem. I have advertised 
in this way so persistently that people 
have come to take a personal pride in 
the store and its advertising, and it is 
the most natural thing in the world 
for them when they want anything in 
our line to comethere. This personal 
interest is what I have been after, and 
I believe I have succeeded in getting 
it. Some time ago I wanted some 
jingles and I advertised a prize of $15 
in gold for the best ad about an owl 
and a drawing from a pupil in the 
public schools, and a knife for the ten 


” 
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next best. I had hundreds submitt 


and I used lots of them, giving cr 
in the paper to the writer each t 
that pe 


Furthermore, I know 


An owl whose digestion was bad, 
At breakfast was generally glad, 
For the coffee was hot 
And the bright, shining pot 
Was the best that the “*Yellow Front"’} 


around town are keeping our a 
scrap-books, because, as_ they 
‘they are so cute’ and the chil 
are amused with them. I believe 
it is these little side effects from 
way of advertising that has broug 
such good returns.” 

‘* You are satisfied with the res 
then ?”’ 

‘*No, not yet. The advertisir 
paying us now, though, and it « 
pay us anything at first. But | 
going to do better still. I don’t 
lieve I change our ads often en 
I am only changing every other 
now, and when I go back I am g 
to change every day.” 

**Do you do much outside of 
newspapers ?” 

**Oh, yes. I have always be: 
schemer in advertising. I believe 
schemes—when they’re good. Is 
most of my money, though, in new 

ers.”’ 

‘© What papers ?” 

‘‘ The best ones in town—the 
Register, Plain Dealer and Specta 
Galesburg. These I use every 
Then I advertise in the surrou 
towns once a week.”’ 

‘* How much do you spend ?” 

‘*Taim to spend two per cent 
gross sales.” 

‘‘Do you think two per 
enough for the ordinary hardware 
er?” 

‘*It is almost more than I hay 
use. Space doesn’t cost as much 
small place like Galesburg as it 
here in Chicago, you know.” 

‘‘In your advertising do you v 
different ads for men and women 

**Well, yes. Some of the ad 
about things that men are espe 
interested in, and some are femi 
I want everybody to know the 
low Front’ and the ‘ Owl’ and 
interested in them.” 

‘*You believe everybody reads 
vertising, then?” 

“Indeed I do. If thereis anyt 
there to be read—anything interesti 
amusing or catchy.”’ 
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Advertisers everywhere are invited to send matter for criticism ; to propound problems at 
to offe rs neous for the promotion of better advertising. Se nd ne wspaper ads, circular 
ve 


book 






tions to the Editor of PRINTERS’ Lik. 





All sorts of facts about Victor bi- 
cycles are presented in a neat booklet 
published by H. R. Olmstead & Son, 
of Syracuse, N. Y. The printing, bind- 
ing and make-up are very creditable. 
The contents are almost altogether the 
testimonials of the riders of Victor 
wheels in Syracuse, and must necessa- 
rily carry great weight On the inside 
cover it says: ‘* These words are from 
riders who have used Victors for from 
one to seven years.’’ ‘‘ Real experi- 
ence—put in words for your benefit.” 
The idea is an excellent one, and will 
be found profitable in any city, but not 
all dealers can afford to have such good 
printing as Mr. Olmstead, and not all 
will be able to get so many enthusiastic 
testimonials. This book should sell 
Victor wheels. 

% 

The following ad of a bicycle repair 
shop is a very good one of its kind and 
is exceedingly timely. It ought tobea 
good business-bringing announcement. 
It is run as a local reader : 


BICYCLE SURGERY. 


Acute and chronic cases treated with as- 
surance of success. Languid tires restored 
to health and vigor. Tires blown up without 
pain. Wind free. No cure, no pay asked. 
We understand the anatomy, physiology and 
hygiene of wheels, and homeopathic and 
allopathic treatment as the individual wheels 
may require. Sure cure guaranteed. Testi- 
monials : My wheel had three ribs frac- 
tured, and you cured it in one freatment.”’ 
“ My tires were suffering with an acute case 
of amateurism, which had been pronounced 
fatal by other bicycle doctors, but your vul- 

canizers cured the disorder, ‘and | did not 
lose a day on my tour.’’ Thousands of tes- 
timonials like the above sent on application. 
If your wheel shows signs of that tired feel- 
ing, bring it to me and I will do the rest. 


FRED PETMEC KY, Bicycie M. D. 








* +* 
x 


A. W. Sehorn, who calls himself a 
paint pusher and a hardware hustler, 
at Willows, Cal., sends me a series of 
ads. Mr. Sehorn is on the right track. 
He advertises a different thing each 
day. He advertises only one thing at 
atime. He tells something new about 
that thing. ‘| he one fault of all these 
ads is the setting. Mr. Sehorn should 
enlist the interest and pride of the 


| ADVERTISING FOR RETAILERS. 


catalogues. Tell your advertising troubles—perhaps PRINTERS’ INK (7 
1 the Art of Advertising) can lighten them. Address all communi 


—— 


it i eae 


printer. Try to get him to use f 
kinds of type and to make 
symmetrical ad. The smallest off 
the land has the type to m: ike a; 
clean, simple ad, if it is used rig 
Here are some of the ads: 


Ready for the Brush. 


If you want a perfect Paint. 

If you want a Paint absolutely pur 

If you want a Paint that will no 
crack 

If you want a paiat of the heavi ( 
ble weight and the greatest covering 

you want a Paint in which y 

actly what you pay for, and a state 
all its component parts 


TRY PURE PREPARED PAIN 
Color card costs nothing. 
A. W. SEHORN 





NOTHING BUT HEAT. 


Well, isn’t that enough ? What « 
you want a stove to give? 
Ashes? No! 
Smoke? N 
Smell? No! 
We guarantee that none of the 
evils will trouble you if you 

new and beautiful 


PURITAN OIL HEATERS. 


NOTHING BUT HEAT 





Put them anywhere. Five cent 
runs them. 
A. W. SEHORN. 
* * 
* 


Messrs. Catesby & Sons are 
ture dealers and complete ho 
nishers at Nos. 64, 05, 66, 67 a1 2 
Tottenham Court Road, | 
England. They send me two 
lets for criticism. One of thess 
voted to advertising their line of 
carriages, of which they m 
specialty. There is also a talk 
ordering furniture by mail. Tl 
pays considerable attention to s 
furniture and hozse furnishings 
way. The booklet appears t: 
been rather carelessly written, | 
well printed. The cover is in ré 
has aspecial design. The title 
a Good Thing to Push Along.” 
is a motto also from Richard 
‘*Good Catesby, go; effect this 
ness soundly.’’ This house s 
goods on the ‘‘ hire and purc 





PRINTERS’ 


which, I infer, is the same as 
tallment plan. The other book- 
far more striking—quite Ameri- 
appearance, in fact. It adver 
that the Catesbys are manufact- 
of cork lincleums, and contains 
sts and testimonials from house- 
s who have used their linoleums 
0k also contains a lot more about 
and purchase system. From 
er that a number of leading En- 
ipers have been attacking this 
probably because some houses 
it. Messrs. Catesby & 
doubtless 
veing included in this sweeping 
ation, for in this booklet 
modifications of original state 
as applied to the Messrs 
y One of these papers is 7 
published by the well-known 
K Jerome ; the other is An- 
[hese papers that they 
ceived letters from hundreds of 
rs of Catesby & Sons, and that 
tters speak in the highest terms 


ibused 
have remonstrated 


are 


say 


honorable and satisfactory busi- 
rds of this house. The items 
on to say that anything these 
about the hire and 
does not apply to 
The linoleum book- 
regular terms of the 
r { sold on the install- 
in. On an article costing a 
nd a half—about $7.50—they 
i deposit of two and one-half 
s, or 62% cents, and a weekly 
t of one shilling, 25 cents. On 
imounts the proportion is about 
é Customers who prefer to 
h receive a punt 
s in the pound from list prices 
ioleum booklet is printed in 
yw and black, and is very vivid 


have said 
se system 
& Sons 

unces the 


goods 


disc¢ ot two 


* & 
n 
her batch of advertising matter 
nes from England. This con- 
f three ads sent by the Southport 
whose editor, James H. Car- 
» writes: 

1 kindly express through the me- 
ur very interesting, useful and in 
urnal, Printers’ INk, your opin- 

sed advertisements. 
over here admire 
can and de with 
pinion 


mnnected t 


ncl 
a paper 
h, and we 
nfidence, 


atters ¢ 


aa 
accept, 
and 
with advertising 
advertisements are all marred 
etting. This appears to be the 
id style insisted upon by the 
per—a contingency that adver- 
n this country are also compelled 


advice 


its 


INK. 15 
to face at times. One of these ads is 
the announcement of <¢ 

pharmaceutical chemist he him- 
self It , ** Whe » you 
_ Ie ad isd tly 1, 


ggist— 


ache 
but the 
herent. 
tised 


type display increases 


our 
| mnfusing and inco- 
foo many things are adver 
l ace. The 
this defect 
announcements 
of a 


very 


in too sma a S| 


bad 
The 


other two ads sent 
of the business cl: 
ott They { 

y very explicit. The one below 
is a fair sample As one reads it he 
has a hazy impression that he has failed 
Tle off at 
full tilt on aq mn which loses itself 
somewhere in He continues 
to wonder what would happen if there 
is one honest tra in Waterloo 
who doe S not be lieve, 


Here 


11ms printing 
good nor 
} 


are not 


are they 


to arrive anywhere starts 
est 
the ad 
lesman 
etc. 
is the ad 


IS THERE ONE 
HONEST TRADESMAN 
IN WATERLOO 


Printing 
adenall lis 
ROBERT JOHNSON & 
“WATERLOO HERALD” OFFICE, 
TH ROAD, WATERLOO, 


} 


71, SOT 


inery, the newe 


and the best 


where the latest ma 


and the reates are re 


workmen in the trade em] ed 


71 SOUTH ROAD, 
WATERLOO. 


TIMATES GIVEN. 
AL SOLICITED. 


* 
x 


McCalla & Co., 
de phia, make a speci 
printing I t 
In this age of 
business and profe 


printers, of Phila 
ioe all 


vood 1 


ilty church 


think this is a lea, 
sound 


specialists it is a 


ssional policy to de- 
one’s self to a ] } 


profession 


vote singie I 
one’ 
good reasons why 

large share of the 

specialty. Doctors anc 

and more dividing pro- 
fessions up into specialties, and making 
a particular study of the one depart- 
ment for which they uited. 
In the same way, rht to 


more 


are best 


a printer oug 
get a good amount of trade in a large 
city by letting it be known that he 
pays special attention to one class of 
work, McCalla & Co. send out this 
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circular, which is a good general ad-|! For a Furniture Store 
vertisement, but it should contain some 


reasons why they claim to be church Choice and 


printers other than the line after the 


firm name: hall 


“No araount of advertising will permanently TI ig 
| he difference between 

benefit a business that is not well managed on by ‘ee 7 
the inside. If advertised goods are not all that se 
is said of them, it is useless to try to win the u lenty 
public's favor and dollars by elaborate and ex ] | 
tensive advertising 

For over seventy-five years our business 
has been increasing. In the light of the] 

g 

above quotation we may claim that our cus 
tomers have been satisfied, because our goods | 
have been what we claimed them to t ’ 
felicitate ourselves the more 


business is almost exclusively a mail-ord The Frame 


one. We have never seen nine-tenths « 
best and constant customers. Every orde 
receives the same attention. Prices rigt ieaaewe: —e Picture 
The next time you need any printing, give 

us a trial order With your « py, send any 
necessary information ; r 
our suggestions we vall ade hatever 
aoutelas ge our experience has given us, and 
send you the “‘printed”’ result. If this 
unsatisfactory, write us and you will not 
charged anything for it. Is this not fair t 
both of us? Yours for busimess, 

MECALLA & CO., tn You Would Not Wear 

HURCH INTERS, 
9 Dock St., Philadelphia, Pa. (Qa Ready-Made Suit. 
* & 
* 


READY-MADE ADS 
pein create good shir 

{I do not write these ready-made ads. They are rad) le. And 
taken wherever they are found, and credit is | tion of perfect fit. 
riven to the author when he is known. Contri-| sonal tastes. We 
yutions of bright ads are solicited. The name an order any time 
and address of the writer will be printed, if he - : ms a 
wishes it to be.—Ep. P. I after the first order, 


For Pi 


to do with 
| to do 


For a Laundr; ora 


If the shirt is wrong, all is wrong 

Collars won't set properly, always feels We Keep 
uncomfortable—cuffs slip doy ver the 
knuckles or slip back out of sig} vest bulges h 
out—your whole outfit suffers. T @ Figures 

Ever stop to think that maybe the laundry 
was to blame? Can’t expect a shirt to set 
right when it’s laundered wrong 

You'll never have the slightest cause f 
complaint if you send your shirts—collars 
and cuffs, too—here 

They'll feel right because they'll be | 
dered right 

Send us word when you want a wagor s 


oa. Correctly Laundered 
Shirt Waists. 
Big Rup ave every shirt waist r 


On Trousers. ould be. 
t’s the changed waist w 


Haven’t you found out by this tin he creases your wardrobe ; one sh 
utter folly of buying he ready-made F F ozen waists are equa 
trousers—or, worse still—* cheap ”’ tailored 
ones ? a 

Did you ever get any sat facti n—any ~ a Blackemi 
wear—any stylic- any fit ut of them ? 

No—and you never wi Ww . 

We're convertir g men every day— teaching r ant of a Nail 
them how much wiser it is to wear our kind, 

rat no ousers just now 

Having a big run on Trouser _just now. in, and it might be by ana 

Offering Fine Trouserings—about twenty It tal knowledge of th 
different patterns—usually sold for $8 and $ , = sate te Bede pa Hs Mage 

4 F haan eo aN? 99 | ar ny of the hoof of a horse t 

made up in our own i table style, properly. You can trust your most v 


AT $6 A PAIR, | horses tome. I am a practical horse 


ry a Ory Goods St re. 


orrectly and launder 


} 


th. 


horse was lost ’’--it might be 
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FEATUR THE SALESMAN’S PART 

publi I f I l adve ing i 2.1 
newspaper i nfront P 
1estion: ** Why not dispens t 


w“ 


ADVERTISEMEN! 
nfrequently the 
r family 


r eT Datu i 
is, however, 
, apart from tl! 


advertisements 


vertisements’ 
publisher 


and th 


Sup- 


ad 
i T he 1< ne 
t lea ft unsaid 
artist I lorn I : . ; 
ls attracti 
a of dispensing wi 
ractive to 
xperiment 
tried 


Wh 


wan 


t know 
: t a sal n, orhe 
the I ri 
to « 
en 


e to « 
abruptly ende 


Advertisements 
wSpaper publicati 
from subscripti 


dispense witi 
ipon revent 








Mail 
Advertising 


Draper, 
advertising agent, 
who recently start 
ed usin 

himself 
antlys 


ivate MOSES & HELM, 
ndis hich! : , 
him as an indication af the rh 111 Nassau St., New York. 
he is held among his a ig i 

k.—Lhe Newspaper Maker. 
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Che Country Editor. 


VoL. 4. 


AMONG THE ADVERTISERS. 

Rervuse W. J. Bailey’s proposition. 

Decutne ads of Southern Specific Co. 

Asx the Flag Remedy Company to raise it. 

Ask cash from the Medical Vapor Company, 

Decutne Honduras Trading Company offer. 

Deciinethe Daily Mining Brokerage Com- 
pany ads. 

Lorv & Tuomas advertise the McCormick 
machines, 

Lorp & Tuomas, Chicago, place Monarch 
bicycle ads. 

Deciine offer of Love & Potter Company, 
Buffalo, N. Y. 

Gop Dust ads are placed by N. 
Son, Philadelphia. 

ANSWER the American Teachers Bureau Syn- 
dicate in the negative, 


W. Ayer& 


FRANK SEAMAN Advertising Agency places 
the Dunham's Cocoanut ads. 

REFUSE proposition*of the American Yel- 
lowine Company, New York. 

The Union Advertising Agency, Kansas City, 
asks space at precious low rates, 

Tre Acme Card Company, Gainesville, Mis- 
souri, is asking rates on a small ad. 

Ask the Sterling Remedy Company, Indiana 
Springs, Indiana, to raise its price. 

Dopp’s Advertising Agency, Boston, is making 
offers through the Kansas City house. 

Reuss ads of Riley Toilet Company, Western 
Land Company and William C. Allen. 

Lorpo & Tuomas, of Chicago, are placing ads 
for Fredonia Manutactuelng Company. 

Tue Emery, Bird & Thayer dry goods com- 
pany, Kansas City, is placing some ads. 

Scott & Bowne, New York, are 
Scott’s Emulsion new ads, and renewals. 

S. H. Havtensecx agency, 150 Nassau St., 
New York, will advertise Momaja cotfee. 


placing 


THE Queen City Batter Maker Company has 
the well known Frank H. Alden at its head. 

DatILigs may get good ads from the Horsford 
Acid Phosphate Company, Providence, R. I. 

Tue Odell Typewriter Chicago, 
offers a machine for $6 cash and $14 advertising. 


Company, 


Decuine the proposition of the American Pub- 


_Sehers Association, 177 La Salle Street, Chicago.’ 


COMMON SENSE ADVF RTISING 

We get occasional requests from subscrib- 
ers for books on advertising; books contain- 
ing smart sayings and telling sentences that 
have been compiled from modern advertising. 

We have no knowledge of any worthy book 
of the kind. We have seen one that professed 
to be of some use, but we regarded it as a col- 
lection of rot. It is obsolete now at any rate. 

There are a few common sense rules that, 
if practiced, will aid any man in advertising 
his business. First of these is to know well 
what you want to accomplish before you be- 


COLUMBIA, MISSOURI, APRIL, 


1897. No 
We do not think it would pay the pub! 
patronize the Western Literary Bureau, K 

City, 

Tue Jewel Refining Company, of Clev 
Ohio, has failed to pay one pubilsher 
date, 

Tue Sterling Remedy Company offer 
newspapers cash and some preferred stock 
is always best. 

Ecuipse, Syracuse and Worcester bicycl 
are placed by the Haulenbeck agency, 15 
sau St., New York. 

REMINGTON BROTHERS, Pittsburg, is p 
some ads. for the Monumental Bronze ¢ 
of Bridgeport, Conn. 

N. W. Aver & Son, Philadelphia, pla 
Pink Pills ads. They are also asking rate 
Hire's Root Beer ads. 

The E. F, Draper Advertising Agency, T« 


Court, New York, is asking rates on summ« 


sort and school business. 

Tue Neu-ro-ti-co Medicine Company, 
nelisville, N. Y., is asking rates on one inct 
of paper, for three, six and twelve months 


Tue Malydor Manufacturing Co., Lanc 


O., is offering weeklies $9 15 in medicine f 


in cash and a one inch advertisement to 1 
year, Humph! 

ALFRED Dopce & Son, 110 East 13th 
New York, are offering autoharps for 60 per 
of the catalogue price in space and 40 per 
cash. Don't accept. 

Humphrey’s Homeopathic Medicine ¢ 
correr William and J« New ¥ 
exchange medicine for advertising. For 
who need medicine and believe in trade | 
tions this is all right. 


hn streets, 


* 
DIED. 
Gray.—In Colorado, 
Gray, formerly editor 
Hustler. 


March 24, 1597, 
of the Hale (M 


* 
WHEN IN DOUBT LEAVE IT OUT. 


They (meaning libels) live on and on are 
by the children’s children to the last g« 
of the person libeled. They arise in all of 
hideous deformity to vex, sap and de 
happiness, the peace, the good name of 
and blur the me mory of the dead while ti 
because the ink that prints the pu 
never fades, never pales, and never dic 
Fudge Scott's Decision in Nebraska Live 


say anything, then be natur 
what you have to tell as directly as 


gin to 


without exaggeration. Don’t go ha 
around the block to get next door, g 
by the shortest way possible. 

Don't try, even by insinuation, to n 
your readers, “ Tellthe truth and sha 
devil ’’ is the best possible maxim for a 
advertisers. If your wares are honest 
prices are fair and your readers are 
day, honest people, why should you 
to play the artful dodger?—lry 
Chronicle, New York. 
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INQUIRIES AND RESULTS. 
New York, April 26, 1897. 
fP 


litorial in Printers’ 


INTERS’ INK: 


Ink of April 21st 


re is only one way 

nd that is by the 
Its in attention 
it in cash.”’ 

ar as retail advertising is ¢ 


f judging adver 
results it bring 
or inquiries OF an- 


yncerned, 


will 
advertising. 


lish if 


vertisers e 
ash returns fr 
n’t expect it, and w 
The particul: 
which I refer i 
who ad 
ra atalogue r 
What they w 
f interested people. often 
that an advertisement in a 
print ing 
rhe lepends 1 > man wh 
the letters in the isi ffice, or 
1¢ inquiry by 
many Dusiness 


men 
ant 1s 


when 
brings 


ries, it work 1 


rest 


e man who follows u 
here are 
u that their advert 

Id ll \ 
i wager that 
false notion z 
printed abo rhe 
y erroneous ¢ almost 
e men will 
or a booklet 

1 mail. Tt 
the 
ccur to 
ess and 


lat expresse 


cash t iring 
them that other pe 

hustling for orders. 
piece of printed 


yple are 


rhey 
matter, and 


are booking the orders 

using the mails for all they are 
name and address of 

are placed on a mailing 

mes to the first piece of pri 

y send out a polite inquiry, a 

een received and read, and 

ito details more fully if desired 
a week they h tt l 


matter that 
Even then 


fferent forms of 
regularly to their lists 
t feel disc f no order « 
person who writes a letter of inquiry 
customer. He is more or less 
the man t 
list is worth 
have 


uraged 


ible 
in the business of 
writes. Hisnameon a 
names of people 
nquiry 
ld open some men’s syes if they 
w systematically their competitors 
mails. It would explain why their 
is slipping away—why their sales 
r are smaller than last. One of. the 
asons for using the mails is the fact 
method is almost Competi 
not know what you are doing. Of 
yut after awhile, when it is 


never 


secret, 


rey find 
head off the progressive people 
nore I want to disagree with that 
Barring retailers and men wh 

e a cut or special price, the way to 
vertising is sot by cash, but by at- 
inquiries or answers. 

udvertisement’s duty ends when the 

The orders depend upon the 

) manages the office. 

BERT 


nes 


M. Mosgs. 
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SECOND-CLASS MAIL PRIVILEGE NOT 
ENDANGERED 
Joun W x, 
inter and Publisher, 
West Ma 


Street 


vement Co., of Dans 
mal Instructor 
’ } 


nishe 
the ormal 
| which I b 


OUVENIR CARDS 


of s¢ prettiest 


‘ ue nd tew 
TO TEACHERS! 
Speakers, Dialogues, Drills, Black ard and 
Slate Stencils, Phot 
JOHN WILCOX, Mivp 
G2" Mention th 


SAMPLES FREE 
Stam 


paper 


vain sy of the terms 
Owen, f 
itterly 


mal 1 


these 
f the 


apers 
Teachers’ 


th 


Insert 
ntract? If 
s has an ad 

h ntract of this nature? 
3. Has a paper any right 
tract with an advertiser 
petit llowed the use of 


i make a ¢ n- 
whereby no com 
ris al its columns? 
4. If a publisher refuses to insert an ad in 
aper because the g mpete with 
hing which he advertises 

ly in his the 


forfeit its rights to second-class postal 


goods < 
makes and 
own olu 


ins, does 


As the Souvenirs Id 
considerable extent exce] ire 


1 in teachers 
, 


to any 
adver 
journal 1 firm which 
holds excl the impor 
tant educational papers for that line of adver- 
tising constitute a “* trust’’ under the present 
laws? Yours, Joun Witcox. 


tise 


isive ntracts with a 
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WORKING EASTWARD—LIKE 
POTATO BUG 
FFALO, N. Y., April 26, 1897. 


3 


THE 
B 





Editor of 

A bill (No. 348) has been introduced in the 
Senate of your State, by Mr. Baxter (March 
jist, and referred to Committee on License 
and Miscellany), entitled ** An Act to regulate 
the manufacture and sale of patent and pro- 
prictary compounds.” It provides: 

That it shall not be lawful for ar 
after January 1, 1898, to sell or o 
in the State of Illinois any propri 
pound, to be used asa medicine, wi 
yackage having attached on th 
Bel or wrapper upon which shali 1 
plain Roman type the ingredic ntained 
in such package by their correct Eng 
names, with the quantities of ea 











nts c 
ish 


h expressed 
I 


in U. S. or Metric system of weights and 
measures, 
Section 2 imposes a penalty, in case of fail- 





ure tocomply with the ab ve, of n 





t less than 





$25 fine nor more than $200 for each 
To require a complete formula of 
gredients to be printed on the labels of each 


bottle of medicine w 
the proprietor from 
business in the State 
yrietor's only protecti 
one his formula i 
to mtd it the for 
medicine. In order to ¢ | 
of one State alone—that of Illinois—the pro- 
ould 
"ue 
United States 
As far as the majority of the proprietors 
are concerned the passage of such an act 
would be prohibitory, and the larg apital 
invested in proprietary goods within the 
State of Illinois, as well as their large 


uld ne 





been 


ossil le 


never msent to make h 


property 





news- 


paper patronage, would be withdrawn at 
once, 
Trusting that we can rely upon your c 


operation in making vigorous protest to your 
representatives at Springfield in regard to 
the injustice of such a law, we remain, 
Respectfully, 
Committee on Legislation 
V. Mort Pierce, Chairman, 
+o 
A CURIOSITY. 
SHELBYVILLE, Ind., April 28, 
Editor of Printers’ INK: 
1 inclose a curious advertisement from the 
~ | 
The reasoo they don't baild mills on the Missis- 
sippi is because 


DAM IT 


| they can't 


ARROW BICYCLES. 


PARTS SUPPLIED. 


E. W. SEIFERT, 


SOLE AGENT FOR SHELBY COUNTY 





159) 








Neither can they stop the sale of 




















— (Ind.) Daily Doms rat, No mend 17, 
. W. AIKEN 
>. 
Tue enete. »f the neaicure who advertises 
will foot up to a ‘arge sum. 
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SIX TIMFS A YEAR, 
Manpan, N Apri 
Editor of Pri 


In these days of 


22, 


rth Dakota, 
INK: 
advancement in the w 


of advertising, I find the American I 
teer,a paper published at Carlisle, Pa., k 
standing the foll 


wing notice: 




















“ Yearly a rti the privil 
changing matter si a year 
R. M. Tut 
+ 
THE BARGAIN HUN! ERS CAM 
last Su y's Fournal Bai I 
avenue and Seventeenth stre« 
a ga t of other arti 
i. Th e should hav 
given $68, but through an inadvert 
appeared in Sunday’s issue as $6.8 It 
z ce of t types, for the proof 
ad” in the ssession of the firm was 
right As soon as Mr. Bauman saw 
Fournail that morning he alized the 
ble Monday that was in store for him a 
f rT! 


At this point the 














to the indignant 
in journeying afte 
an offer which 
the suburbanites 
> ae J 
MORE FREAK LEGISLATION ; 
In all the absurd and unjust proy I 
which have been br ht forward fro ’ 
to time to regulate the manufacture an 
f oleaginous food products, not 
come under our notice that has seemed 
uncalled for and unwarranted than t 
tempt now being ma by the Mir 
Legislature to forbid the f cott 
that State.—.Vat Py mer, 
oe 
WHAT HE SAW 
A rding to the Aewue des Deux Mon 

M. Paul Seippel, a Swiss traveler, w 
cently visited the United States, says } 
joye among other things, *‘ the enchar 
spectacle of vast plains where the v 4 





ests have been replaced by millions « 
tising boards, celebrating in gigantic let 
the virtues of Castoria.”’ 

NOT A GOOD cc COMBI 3INATION 


A writer in Profitable Advertisi» 











course of some advice to bill-posters a 
position of posters on the boards, naiv Z 
mark y 
A cockroach powder should not be ad 
isidebvs tha high-grade food | 
ct, such as Franco-Amertcan Soup or | I 





Lab el Ketchup. 


me 





W 


aker, 


Never 
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NOTES. 


American New spaper Directory, which 
e issued in June next for 1897, isa most 
ly prepared book, and the greatest ef- 
made to get at the truth in regard to 
ation.—Portland (Me.) Express, April 
will be a surprise to many to learn that 
there are 2,150 women who are 
sional authors and journalists. About 
irds of these are furnished by the 
es and the other third are residents 
ourth Estate. 
Dry Goods Economist says that the 
goods district’? in New York, extend- 
m Thomas street to Twelfth street, 
over a mile, contains 2,000 con- 
the trade of one hundred of which 
nts to five million to ten million dollars 
nnually. 
‘alifornia Fig Syrup Co. has won its 
gainst an English company selling an 
known as “ The American Syrup of 
1 perpetual injunction <~ granted 
uintiffs, restraining the Taylor Drug 
m passing off, or attempting to pass 
preparation not being the goods of 
uintiffs by the use of these words. 
paperdom. 


ance 


aris 


mBta, Mo., April 25.—A Columbia un- 
M. P. Riches. is about to furnish 
ple of advertising enterprise. Jess 
,a stout negro, died here recently of al- 
1. The undertaker bought the body 
embalmingit. He willdress the corpse 
at suit of “clothes and have it mounted 
store for advertising purposes.—.\ew 
April 26, 1897. 
rder to boom business, an enterprising 
r on a certain day advertised several 
ind five-cent loaves of bread for sale at 
nt each. His rival was in despair 
. brilliant idea came into his head. He 
a small army of boys and girls to buy 
the loaves at a cent each. At two 
k grocer No. 1 had sold all his bread, 
10se who came later denounced him as 
1 who had fooled them with a lying 
isement. Meanwhile the foxy grocer 
the corner, with more than a thou- 
ne-cent loaves stacked up on his 
floor, put out a big sign: ‘** Fresh 
A Five-Cent Loaf for Two Cents. 
Advertise What We Have Not 
He thus not only discomfited his 
nd turned the tide in his own favor, 
le a profit on the bread as well.—San 
Argonaut. 


un, 


+-> a 
SENSIBLE ADVICE, 
le volumes of stuff have been written 
i against the mere copyist. People 
ive not an iota of originality in them- 
> been most severe in their denun- 
f ph ae for no other reason thana 
ed want of the same virtue. If your 
r hangs out a more attractive sign 
has been using for the past ten years 
no reason why you should be compelled 
ggle along with your own antiquated 
ate. If an influential and successful 
nt who has built up an immense busi- 
ws you a better method of reaching 
ic through the daily press than the 
are using there is no reason why your 
s should be allowed to suffer because 
not think of that method before any 
—Dry Goods Economist. 
a! -; 
writing has no place in advertise- 
—C. A. Bates, 
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RELIGIOUS PAPERS AS MEDIA. 

Religious papers pay because they go into 
the heart of the home and come closer to 
the people than any other class of papers. 
They are read leisurely from the first page 
to the last, not hurriedly skimmed and 
thrown aside. They contain topics of inter- 
est for every member of the family and are 
especially interesting to women, who are the 
great buyers—the real economists and 
home-builders. Two-thirds of all the adver- 
tisements written appeal especially and di 
rectly to women. They purchase almost 
everything the family needs or desires. 
Their own wants are innumerable. An ad- 
vertisement in a religious journal is never 
lost. The papersare filed away. The adver- 
tisement is read throughout the week, The ad 
vertisements in yesterday's dailies are more 
flat, stale and unprofitab yle than are the lead- 
ing articles of yesterday. The advertise- 
ments in the daily are ephemeral— good for an 
hour—those of the religious weekly are good 
to be read seven days in the week.—Sacred 
Heart Review. 


sme 
ON CENSORSHIP OF ADS. 

Just how the author of the bill in the New 
York Legislature for the establishment of a 
censorship of advertisements proposes to en- 
force suc h an absurd law is past understand 
ing. Take,as an example, 
of any department store 
that - a. worth $1.50 are to be sold for 89 
cents, Who is to decide upon the truth of 
the statement as to the worth of the 
How is the buyer going to prove that the ad 
vertiser lied about the matter? The propo 
sition is as ridiculous as is the present mania 
for regulating by legislation everything fri 
yublishing a newspaper to selling socks 
‘he true remedy for the petty swindling 
practiced by some stores through their ad 
Yertising lies with the purchasing public. By 
going to the honest merchant's store, the 
swindler will be brought to see that misrep- 
resentation of goods does not pay, and that 
untruthful advertising is the worst sort of a 
boomerang.—Newspaperdom. 

memnatimettiiiiets - 
A WRONG IDEA. 

There are many people who 
the impression that advertising costs the 
merchant “‘a heap o’ money.”’ Back number 
storekeepers will look wise and say that the 
merchant who advertises must add on extra 
to the price of goods in order to pay for ad- 
vertising the same. This idea is not well 
founded. The larger amount of business 
done by the advertiser reduces the cost of 
selling to a minimum.— Woodstock (Ont.) 
Sentinel Review. 


the advertisement 
which announces 


gloves? 


labor under 


-, 
Classified Advertisements 
Advertisements u der this head two lines or more 


without display, 25 centsa line. Must be 
handed in one week in advance 


WANTS. 
id for notes on John Wedde guia & 
OHN L. RAY, Gaylesville, Al 
To buy, notes on John Wedderburn 
from editors. NEWS, Gaylesville, Ala. 
See 
le.” Just what you 


ONEY 

Co 
\ ’ ANTED 
&Co., 


7 OU want type and rinses, machinery. 


ad No. | under 
want in eighteen cities 


’ ANTED—Printers to try 
col., $1; 2 cols., $2 BI 
ING CO., Golumbus, Ohio 


TANTED—More printing from the class of 


veople willing to pay for the best, WM. 
JOHNSTON, 10 Spruce 8t., y. Y. 


our half-tones. 1 
CHER ENG RAV 
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T= ARKANSAW TRAVELER (Chicago) will 
accept a limited number of strictly high- 
grade bicycles in exchange for adv. space. 
A DyEaen iER'S ADVISER avoids risks and 
booms business. Particulars free. PROF 
ANDERSON, P. 1. 57, Masonic Temple, Chicago. 
W 4ksTE D—To receive adv. rates and copies of 
country posses oF - Y. State only, with 
view of advertising. . LITTLEJOHN, Box 
365, Seneca Falls, N . 


+o 
BILLPOSTING AND DISTRIBU: TING. 


OHN COLLIN, Berlin, N. H. 
distr’n of circulars, samples, etc 


House to house 
, personally. 
SPECIAL AGENTS. 
[* gow pees r isreprese nted by H. D. LA COSTE, 
Special Yewspaper Representative, 38 Park 
Row, New York, it gets the business. 


— eet 
ADVERTISING AGENCIES. 


y? ~ wish to advertise anything any wher 
any time, write to the GEO. P. ROWKL L 
ADV: ERTISING CO., 10 Spruce St., Ne w York. 


+o —_—___— 
STEREOTYPIN G@ MACHINERY. 


OTTER a stereotyping outfit is practical ; 

type always cold, no beating with a brush. 

Send for book. B. F. CURTIS, 14 Leonard St., 
Mew York. 


ADVERTISING _ Nov ELTIES. 


Foe the purpose of inviting announcements 
of Advertising Novelties. likely to benefit 

reader as well as advertiser, 4 lines will be in- 

serted under this head once for one dollar. 


+e 
MAILING MACHINES. 


Ts Matchless Mailer ; best and cheapest. 
REV. ALEXANDER DICK, Meridian, N. Y. 
| ORTON mailer, $20; , ate kest, slickest; makes 

mailing a pleasure. ye Wrapper 
Paster makes wra ub hy FT ves half the 
time; $t and up. AMERICAN TYPE FOUNDEKS’ 
See addresses in ad No. 1 under “ For Sale.’ 
——— +e 
ELECTROTYPES. 


QETTING advertisements to make them stand 
. out and furnishing one or more electrotypes 
of same is a line in which I am unapproached by 
any other printer. The magazines each month 
contain numerous samples of my work. Let me 
set your next adv., whether it ee for. aninch or a 
) oa I can suit you. WM. _s N, Mer 
>rinters’ Ink Press, 10 Spruce st., ° City. 


By 


SUPPLIES. 

7 AN BIBBER’S 

Printers’ Rollers. 
INC for etchin ~eypabiien & COOK, 190 Water 

Street, New Yor! 
VERYTHING for the printe r best and¢ heap- 

See ad No. 1 under “ For Sale. 
7 HIS PAPER is printed with ink manufact- 
ared by the W. D. WILSON PRINTING INK 

CO., L’t’d, 10 Spruce 8t., New York. Special prices 
to cash buyers. 


4 


EYEE 


PRINTER 


T%3% a S PR ESS, # S, artistic printers, 140 W. 
23d St., N. Y. City. Send for our booklet. 


CATALOGUE COMBINA 


, | aun HEATLEY 
(Fac- 


TION. Home Life Building, New York. 
tory, 201-213 East 12th St.) 
so 4 ~ rinting at reasonable prices, cata- 
»0klets, etc. Estimates furnished. 
Atoz PRINTING CO., South Whitley, Ind. 


j TE \~ neat, Jain, attractive printing. Cata- 
logues, booklets, pamphlets, circulars, 

cards, etc., executed in the finest style. When 

you want a good job—one that you “rust —y 

to look at and read—come to re. 

INK PRESS, 10 Spruce St., New Y 


PRINTERS’ INK. 


POSTERS. 
= MAITRES DE L’ "LAFFIC HE, issued mor 
4 in Ps contains car oe rb reproductio 
s. Subscription $6a 7 1 
copies % cents. TROW-WHE — 
ican Agents, Home Life Bldg., N 
~?o 
MISCELLA NEOUS. 
NY boy can make good money reta 
Dixiana koot Beer. Large proate, ma 
capital required. This is no * 
would not see it in PRINTERS’ INK. DIX! 
MEDICINE CO., Sheffield. Ala. 


7 Novelty Dealers—i am manufactur 

novelty that is catching on well with sa 
drug and cigar trade. If youcan comply 
my terms (C. hey - ), we can connect with n 
advan . BTEPHENS, 193 Hanov: 
Boston, 


“= annual meeting of the stockholders « 
Ripans Chemical Company, for the ek 
of directors and inspectors of election, w 

held at their office, No. 10 Spruce St., New 
on Monday, May 10th, 1897, at 11 o'clock 
CHAS. N. KENT, Secretary 
——_ ror 


FOR SALE. 
([ YPE—aeo ad No. 1 


rear 
EY CO., 


% 


( pSTRANDERSEYMOUR Pony-Web Perfe« 
Presses sold at moderate prices on re 
able terms. Just the ce gh 
flat beds are too slow. AMER 
Eks’ CO. See addresses in ad No. 1 below 


Fok SALE—Controlling interest in mor 
daily and weekly 

corporated) in Mississippi Valley city of 
inhabitants ; $10,000 cash or oquivajant by “g 
Good business and fine opening. 

Printers’ Ink. 


D NO. 1—We sell more type and printer 
chinery and supplies than all other 
cerns, because our large purchases enable 
buy right and sell to the advantage of ou 
tomers. Why buy the second best when th: 
costs you no more! Buy outfits com ete 
save Money and trouble. AMERICA) 
FOUNDERS’ CO., Boston, 150 Congress 
York, Rose & Duane ; Philadelphia, 606 Sar 
Baltimore, Frederick & Water ; Buffalo, & 
cott ; Pittsburg, 323 Third Ave.; Clevelan 
Clair & Ontario ; Cincinnati, 17 Longwortt 
cago, 141 Monroe; Milwaukee, 89 Huron 
Louis, Fourth & Elm ; Minneapolis, 24 First 
sas City, 533 Delaware; Omaha, 1118 H« 
Denver, 1616 Blake ; Portland, Second & s1 
San Francisco, 405 Sansome. 
~-_ 


ADVERTISING MEDIA 


ARE —— MAGAZINE. 
1 Broadway, New Y 


2% cts ENTERI 


vublishers w 
Y TYPE FO! 


I pAnow 


4() WORDS, 5 — 
Brockton, Mass ulation 7,000. 


{ DVERTISERS’ GUIDE, New Market, N 
4 line. Cire’n 3,000. Close 4th. Sampl: 


( Y RAND RAPIDS DEMOCRAT, leading pay 
I Mich. outside Detroit. LA COSTE, Nev 


NY person advertising ir PRINTER 
to the amount of $10 is entitled to r 
the paper for one year. 


ARGEST circulation of any daily news 
4 in Williamsport, the GazeTTE and BUI 
6,000 D., 4,000 W. LA COSTE, New York 


I AY TON (Ohio) MORNING Tres and Ev 
NEWS, 14,000 daily, create a“ want” fo 
erly advertised goods. LA COSTE, New Yi 


[RE PIova Call. “wants” advertiser 
results. Larger circ. than al 
Piqua dailies combined. LA COSTE, New 


BADING newspapers in Southwesterr 
4 (outside Cincinnati), Dayton MoRS¥ING 
and EVENING News, 14,000 daily. LA COST! 


‘HE TIMES-UNION is read by progressi: 
dustrious and active men and wome: 
circulation is larger than that of all the 
Albany dailies combined, hence its valu« 
advertising medium. JOHN H. FARREL! 
tor and proprietor, Albany, N. Y. 


y paper and job plant 


s 


MES 





PRINTE 


ADVERTISEMENT CONSTRUCTORS. 
‘LARENCE F. C may oe D, 210 
Owego, Tioga Co. ¥. 
TOL Es DIEEY, write r of advertising, 
Nassau St., New Yor 
7 FFECTIVE a advertising 
‘, 257 Broadway, New Yor 
E A. WHEATLEY, Specialist in Advertising, 
4e 267 Broadway, New York. 
‘ILLAM & SHAUGHNESSY, = Sig ty 623 & 
1 624 Temple Court, New York. Write 
kK 8T. ELMO LEWIS, Mer. THE ADVERTIS 
4e ERS’ AGENCY, Penn Mutua! Bidg., Phila. 
( RIGINAL eds and booklets prepared. JED 
SCARBORO, 20-22 Morton St., Brooklyn, N.Y. 
We of good advertising matter, CHAS. 
A. WOOLFOLEK, 446 Main St., Louisville, Ky. 
R IE re LY good cuts atreally reasonable pric r 
‘ireular for stamp. R. L. CURRAN, P. 
Box 8 New York. 
yPoe WHEATLEY CATALOGUE COMBINA- 
TION ; high-grade business-bringing cata 
par Home Life Building, New York. 


‘HE only writer of exclu 
drug advertising. Advice or samples free. 
ULYSSES G. MANNING, South Bend, Ind. 


BARGAIN, 16- 
and ae ec 


Front St 


( 
W 


15) 


“B. A. WHEATLEY 
k. 


vely medical and 


» booklets 3 6x5\4, written 
first thousand. Send stamp 
for sample. Farmington, Me. 


ALL on manager ‘of nearest branch AM, 
“TYPEFOUNDERS’ CO., addresses as per ad 
No. 1 under “ For Sale,” and get posted on type. 


\ Y little booklet, “ How,” tells what I do for 
the money +e ought to ) pay me for adv 
CHARLES Ss AUSTIN . BATES, Vanderbilt Bidg., 


Qix optical, four jewelry! ads printed, eutinety 
‘ displayed, to new customers for $1. Money 
back if not suited. C.J. ZINGG, actalegton, Me. 
A™ the borders and type used in PRINTERS 
INK are at the disposal of people who ha 
their advertisements put in type by me. W) 


JOHNSTON, Mgr. Printers’ Ink Press, 10 Spruce 
St., New York City. 


F your business isn’t paying you as well as it 
ought to, there’s a way to make it. If your 
product and your methods are all they should be 
and your advertising still fails of satisfactory 
results, | want to take hold and make things 
move. Ihave done it for others. I can do it for 
you. My charges are moderate. Write me 
ihe points about your business and I will suggest 
1 way to make it pay better. WOLSTAN DIX} 
Writer of Advertising, 150 Nassau St., New Y = § 
\ TE have a proposition to make to printers 
whereby they can increase their useful 
ess to the business men of their town. Six 
rinters in six different cities are trying it now 
nd they are making it pay. We handle $20,000 
orth of printing a year—our own and our 
ients’. If you are after more work than you 
have, 
Ask LEWIS about it. 
Write him on busine ss letter-head; a postal is a 
penny wastec Mr. Lewis is manager The Ad- 
vertisers’ io ne vy Philadelphia and Buffalo. 


NK, 


RS’ 

QUMMER resort advertising ought to be | 

‘ flowery and more “fetching.” Your pl. 
can be advertised in a way to make the class of 
vxcople you want appreciate it and pick it out 
rom the thousand and one other places, A 
skillfully written, artistic booklet will help to 
double your business. | finished one for a hotel 
man recently and he says it is doing “ good 
service’ andis “ already bearing fruit.” Such a 
booklet doesn’t cost much and can be done 
quickly. Write me the points about your busi 
nes: and*I will suggest a way to make it pay 
better. WOLSTAN DIXEY, Writer of Advertis 
ing, 150 Nassau St., New York. 


| WRITE ads for retailers and general advertis 
ers, medical ads, circulars anid booklets; in 
fact, anything pertaining to profitable publicity. 
Whatever L write, | put the same effort, the same 
labor, the same concentration in my work. | 
write no poetry, no funny, no bombastic stuff. 
The business mar, who is as competent in his 
own business as | amin mineto present his busi- 
ness to the public, can afford to hire my services 
and make money out of it, lam not inflated of 
my own importance—simply aware of my useful- 
ness to the right part - s. To new customers two 
sample ads for ry Money back if not suited 
Send full data. Any ‘business man contemplat 
ing the use of a booklet for his business should 
ask for my prices and samples. My booklets are 
trade pioneers or tonics, as the caseymay be. My 
booklets are perfect in ae printing, and 
} y booklets are ef 

re, dignified, sive advertising medi 

. Every letter that leaves the office, every 
package that leaves the store should contain 
one Send stamp for sample. C. 

Farmington, Me. 


*. 
March 25, 1897. 
Mr. Charles Austin Bates, New York City: 
DEAR SIR—Some time ago you wrote and asked 
me how I liked the book “Good Advertising,’ 
ordered of you. In reply I said that the book 
was entitied'to all you claim for it, and that the 
price of $5 was cheap for such a valuable work 
It may interest you to know that | am now 
taking this book with me on my European pleas 
ure trip. It is the only book that | am carrying 
with me, so you can see that I appreciate it 
highly 
I may say here that | have alwaysbeen an ad 
wqlnirer ‘of yourself, and your numerous articles 
and achievements have always had my attention. 
| have had my eye on you ever since I read your 
article “ Ketail Shoe Advertising,” in PRINTERS’ 
INK, a long time ago when you were taking your 
initia ul steps of your most successful New York 
care 
Y our fame 
You have 


YGG, 


THE CENTRAL HOTEL, 
DURBAN, Natal. 


) 


has even reached Johannesburg. 
admirers here, in what was but a few 
years back ‘alled “The Dark Continent.” The 
first gentleman that I did business with in 
Johannesburg had several copies of PRINTERS’ 
INK on his desk, and spoke of you and your 
writings and work in the first instance. Several 
gentiemen since have talked to me of you. One 
gentleman in Johannesburg, who is making 
almost as much as President McKinley, told me 
that he knew you in Indianapolis, and spoke in 
the highe-t terms of your great industry there. 

I shall reach the States after two or three 
months of travel in Europe. I may call upon 
you when I reach New York. 1 remain 

Very truly yours, LEWIS GARRISON 





4 artists 


furnish the designs that go into my booklets and advertisements. 


these men does one thing well. Each 
The most effective magazine ads 
duced in my offices. 


in my office and half a dozen outside 
Each of 
is a specialist. 

and the handsomest booklets are pro- 


I write, illustrate, engrave and print. 


give each client “ “exactly the service he ought to have at exactly the 


price ae to pay.’ 


Send for “ Confide Lael Symptom Blank” (copyrighted). 


CHARLES AUSTIN BATES, 


Plans, Advice, Writing and 
Illustrating for Advertisers. 


Vanderbilt Building, N. Y. 





PRINTERS’ INK. 





ADVERTISING RATES: 


$1.00 per agate line per month. 


DISCOUNTS: 


10% on 1000 lines or 6 months. 
15% on 2000 lines or | year. 
20% on 3000 lines. 

25% on 5000 lines. 


Preferred or Cover positions 25% extra. 


Columns 10 in. long, 2% in. wide. 


READING NOTICES: 
$1.50 per count line, brevier, each time. 


The forms close promptly on the roth of month 
preceding date of issue. Get orders in early. 











PRINTERS’ INK. 


ESTER 
ARMY OF { 


00 THINGS LOn, 


“A LOAD OF RETURNS 


sBuiLoine & 
‘tw York 7 


ALL ADVERTISERS 
NOT IN /T, 

SHOULD ‘BE 

IF THEY ‘DESIRE 
GOOD ‘PATRONAGE. 


— 
G2 Address all orders for advertising: 


Vick Publishing Co., Advertising Dept., 
H.P. Hvusparp, 38 TIMES BLDG., NEW YORK. 


Manager. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


t@ Issued every Wednesday. Ten cents a copy. 
eee im peice, Ox five dollarsa year, in advance. 
No ‘k numbers. 

; ao receipt 
becription from 
date fo an ) my cad of the century. 

y- f=) en lates, it is always 
m«.. ct issue a new edition of five hundred 
copies for $30, or a larger number at same rate. 
ee Publishers desiring to subscribe nor Lal 
— Ink for the benefit of advg peteen 
ication, obtain special conf tial ‘terme 
be f any person who 5 be t paid for it is re- 
ceiving PRINTERS’ INK it a heomeee some one has 
subscribed in his name. ee ery poper is stopped 
at the expiration of the time paid 
Oscar Herzperc, Managing Editor. 
Prter Doucan, Manager of Advertising and 
Subscription Department. 


New York Orricss : No. 1 10 Spruce STREBT. 
Lonpon Acent, F. W. SEARS, 108 Fleet | St. 


NEW YORK, MAY _ 





5, 1807. 








THE advertising maxims and advice 
that we read are not always applicable 
to the case in hand, though they hold 
good ordinarily. 


CONTRIBUTORS to the Little School- 
master who submit interviews with ad- 
vertisers should inclose for reproduc- 
tion copies of the advertisements used 
by the advertiser interviewed. 


THE more completely the person 
who replies to an advertisement feels 
‘**T have received exactly what the ad- 
vertisement promised me,’’ the more 
successful will advertising be. This, 
of course, implies that an advertiser 
should try and bring before the minds 
of those who read the advertisement 
exactly what it is he is offering. 


THE individual merchant who ob- 
jects to advertising in charity or church 
programmes finds himself powerless to 
withhold his announcement from such 
mediums because his refusal] to adver- 
tise would, perhaps, result in a loss of 


customers. When, however, all the 
merchants in a town agree not to ad- 
vertise in programmes of any kind, no 
merchant is apt to lose any custom, for 
his rival refuses as well as he, and all 
are likely to save considerable money. 
The newspapers in various parts of the 
country are now recording numerous 
agreements of this character. This 
plan seems effectually to have solved 
the problem, and its wider adoption 
will probably result in more money be- 
ing spent in local newspapers, which 
will benefit the merchants as much as 
it will the newspapers, 


PRINTERS’ INK. 


Or the weeklies devoted to the in- 
terest of newspaper work, ews- 
paperdom, New York, seems to be the 
best edited and most valuable. The 
local editor who cannot get sugges- 
tions from it must be dull indeed. 


INQUIRIES that Gome in answer to 
advertising often serve to show the ad- 
vertiser just what necessary informa- 
tion he has omitted to put into his ad- 
vertisements and enable him to rectify 
such mistakes. They also serve to 
show how the public regards the arti- 
cle, the extent of its belief or disbelief, 
etc. The good advertiser reads all in- 
quiries carefully, and gets material from 
them for his most convincing announce- 
ments. 


Mr. O’MEAaRA, the publisher of the 
Boston Journal, and Mr. Whiting, 
business manager of the Boston Herad/, 
were perhaps the two most influential 
newspaper men in the convention of 
the American Newspaper Publishers’ 
Association at the Hoffman House, 
New York, in February last, who op- 
posed the conference asked for by the 
editor of the American Newspaper Di- 
rectory for the purpose of arriving at 
improved methods of ascertaining and 
stating newspaper circulations. The 
news-stand sales of Boston papers, as 
revealed by the canvass conducted by 
PRINTERS’ INK April 12, 13, 14 and 
15, make plain why the publisher of 
the Journal and the business manager 
of the //era/d thought it wise to dis 
courage any system whatever which 
would tend to disclose actual circula- 
tions. But one English daily in Bos- 
ton takes pains to have its circulation 
correctly rated in the American News 
paper Directory for 1897. That one 
is the Glode. Mr. Taylor, of the Glode, 
who was present at the convention, 
was conspicuous for his omission to 
either oppose or favor the proposed 
conference. His action has been ex- 
plained by the alleged fact that he 
knows advertisers will pay more for a 
paper about whose circulation they are 
able to ascertain facts than they will 
for another whose publisher appears to 
be ashamed to tell what his edition 
really is ; and, therefore, it is for Mr 
Taylor’s interest not only to tell his 
own circulation, but to encourage his 
competing neighbors to persevere in 
their scheme of claiming quality, while 
refraining from giving out any informa- 
tion about the quantity. 





PRINTERS’ INK. 


Mr. Gipson, the advertising mana- 
r of Vantine’s, believes that the best 
eferred position in a newspaper is 
ongside a department store ad. He 
ids that the esteem in which the 
litorial page is held as a preferred 
osition for advertisements, is entirely 
rroneous, because the majority of 
vomen do not read the editorial page. 
They do, however, read the depart- 
nent store announcements, and an ad 
nserted alongside these is apt to get 
ttention. The view is novel and 
lausible. 


OF the sixteen daily newspapers in 
Francisco, the American Newspa- 
Directory for June has receivéd de- 

ed reports of circulation, covering 

e entire year 1896, showing actual 

verage issues from the following : 
Examiner.. 

Morning C 
Bulletin... 
Evening P 
Tageblatt ; 

These figures are believed to be ab- 

utely correct. The Crd/is rated for 
first time sincé 1889, when it was 

ved that the circulation report given 
that year was false, and the Direct- 
publishers paid one hundred dollars 

r the exposure. Under the manage- 

nt of Mr. Shortridge, however, iu 
become a different newspaper— 

ght, honest and progressive—and 
Shortridge’s statement is a suffi- 
nt assurance of its truthfulness. 

e Chronicle made no report, and 

ve no information concerning its is- 

es in 1896. The rating accorded to 
t for 1895 was B—exceeding 40,000, 

| its highest rating was in 1893— 

562. TheReportalso remains silent 
to the past year. Its rating has 
pped from B in 1894 to C (exceed- 

+ 20,000) in 1895. La Voce del Popolo 

| 4,500 in 1895, and the German 

mokrat, exceeding 2,250, These 
were upon the last reports 
rnished. The remaining dailies are 
rated ‘‘ J] K L’’—estimated not to 
ceed 1,000 copies, viz.: 
Abend Post. 
Commercial News. 
Breeder and Sportsman, 
gone of Commerce. 
aw Journal. 
Le Franco-Californien. 
L' Italia. 
The four large dailies which are 
ling to let their exact circulation be 
wn—the Examiner, Morning Ca/l, 
illetin and Evening Post—are all of 
st importance to advertisers. 


ngs 
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PRINTERS’ INK likes to see its arti- 
cles reproduced, but does not like to 
see them appear as original in other 
publications. The latest offender in 
this direction is the Country Editor, of 
Columbia, Missouri, which, in its issue 
for April, reprints a large article from 
the Little Schoolmaster without any 
credit whatever. 

THERE is only one way of judging adver- 
tising, and that is by the results it brings—not 
results in attention, or Dy mg oranswers- 
but in cash.—/rinte:s’ Ink, April 21. 

The object of all advertising is to 
exchange the commodities one has on 
hand for the cash which the purchaser 
has in his Advertising 
which accomplishes this is good adver- 
tising; advertising which does not, 
fails of its object. An advertiser who 
puts out freakish announcements may 
secure a great amount of attention; 
another who advertises something ap- 
parently free will be deluged with in- 
quiries and answers. Neither may sell 
his commodities as the result of his ex- 
penditure. The only way of judging 
advertising is by the results it brings. 
If these results cannot be turned into 
cash—not necessarily at once, but 
eventually—the advertising has failed 
of its object, despite the fact that it 
has attracted great attention or brought 
forth numerous replies. 

- _ 


possession, 


RESPONSIBILITY OF SUBSCRIB- 
ERS 


ATLANTA, Ga., April 24, 1897. 
Editor of Printers’ Ink: 

Will you kindly inform me concerning the 
law ngnenaing the payment for subscriptions 
toa paper? Is the statement that I have so 
often seen printed at -_ mast-head of papers 
correct, that the U. S. postal laws compel a 
person ‘who receives, | witho ut objec tion, reg- 
ularly, a paper, to pay for same? I can get 
no satisfaction on this subject here, from 
those who should be fully informed if they 
are not. 

I desire to thank you for the excellent pub- 
lication you are issuing and to express a - 
ciation equal to the merit of your poe 
read every line in Printers’ INK every os. 
and, like Oliver Twist, wish for more. 

With expressions of esteem, 

Yours truly, FRANK J. COHEN, 

Payment for the subscription of a 
paper, like payment for any other mer- 
chandise, can be collected if the man 
is responsible, if he ordered the goods 
and received them, but the man who 
goes around leaving newspapers or bar- 
rels of flour on the door-steps of people 
who don’t want them will be out of 
pocket nent along and he ought to be, 
too.—[Ep. P. I 
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° ADVERTISING IN POMPEII. 

An interesting discovery at Pompeii has 
just been reported. In the course of recent 
excavations an  advert.sement iliar— 
“much resembling the pillars used for a 
similar purpose in Berlin at the present day ”’ 
—has been brought to light. It was covered 
over with advertisement bills, one over an- 
other, forming a layer a little less than half 
an inch thick. They are stuck together with 
gum arabic not paste, which we are told hz ad 
not then been “invented ”’ or “‘ discovered,’ 
whichever may be the proper term. It really 

requires an effort to realize the fact that the 
people of Pompeii were actually without 
paper and paste; that they were obliged to 
write out their posters on papyrus instead of 
printing them on paper, and that the bill- 
sticker carried a gum bottle instead of a 
paste pot. The different layers on the pillar 
were, it appears, separable, and we learn 
that the announcements consisted of theat- 
rical programmes and programmes of the 
arena, proclamations for the forthcoming 
senatorial elections, notices of tribal gather- 
ings, festivities, etc. We confess to some 
disappointment that there were no trades- 
men’s advertisements among the bills. It 
would be interesting if we hada number of 
the business puffs of the period; what the 
storekeepers and the sandal makers had to 
say about bargains; what were the prices of 
fine Egy ptian linen, warranted best qua alit 
what the perfumers had in stock and t 
rates for the choicest perfumes—are such 
announcements yet to come to light, or did 
the Pompei an storekeeper in the first century 
B. C. get a living without advertising ?— Dry 

Goods Chronicle, New Yor 


~-o- 
TRULY GREAT. 
Truly great is the man who can become 


famous without making any of the noise him 
self.—Puck 


ARRANGED BY STATES. ' 


Advertisements under this head 
Must be handed in ove week in advance. 


MISSOURI. 


COVERS the, field St. Jose ph HERALD 8,000 d. 
8,000 5., 9,000 w. LA ¢ ISTE, New York. 


NEW YORK. 


pena MTON LEADER. 

















l piINGnANn IN LEADER, the tea table favorite. 





I INGHAMTON LEADER, leading afternoon 
paper and the favorite family medium. 


] ) INGHAMTON LEADER, the home paper, filled 

> full of live local and general news ; no boiler 
plate, no fake features, but a legitimate paper 
commanding the confidence of its con constituency. 


»INGHAMTON LEADER, first -cls class penny 

» afternoon paper. Most important daily in 
that city, commanding the respect and confi- 
dence of readers and advertisers alike, both at 
homeandabroad. Average circ = covering 
every issue 1895, Daily, 8,745; Weekly, 6,600. More 
circulation weekly than all ithe, — *Bighamton 
weeklies combined. TH ITH 

SPECIAL AGENCY, Sole , #3 a Adver- 
tising, New York and Chicago. 


OHIO. 


De ta MORNING TIMES, EVENING NEWS, 
WEEKLY TIMES - pure 14,000 daily, 4,506 
weekly. LA COSTE, N York, 











PRINTE 


| 86.0 


50 cents a line | 


RS’ INK. 
TEXAS. 


| G ALVESTON TRIBUNE. 


(jALVEst: IN TRIBUNE, a money w inner. 
G ALVESTON TRIBUNE, the most influential. 
G /ALVESTON TRIBUNE, prosperous and pow 
¥ erful. Leads the afternoon procession. 
{ALVESTON TRIBUNE. makes money for 
A self and will make it for you. Thorough 
up to date, with ali} modern mechanical app! 
ances. A live paper for live people 
YALVESTON TRIBUNE, eve ry copy count 
City circulation larger than any newspay« 


in Texas. A dividend-paying meena, back« 
by the cde and capital of the c 


YALVESTON TRIBUNE, Daily 
HN Weekly eight pages, all live, 
ers, published by the Gaiveron 
add, Pres.; Chas. Fowler, Vice Pres. ; 
Sealy, Treas. ; Fred C a Bee and Bus. Mar 
Clarence Ousie y, Editor. g okwith Spe 
Agency, sole agents. 


W: ASHINGTON, 
Oe 


“fo ur page 


Georg 


ATTLE POST-INTELLIGENCER, 
Large st cire ulation in the State. 


CANADA. 


* ae yearly. 30 best papers in I’r 
1ebec. E. DESBARATS, Ad Agen 


SF 


& 





Montreal. 





| Displayed Advertisements. 


| 50 cents a line ; $100 a page; 
| extra for specified position 
Must be handed in one week in advance 


au ARANTEED | cCIRCU LATIONS. —The circula 

| tion of the following papers is guaranteed by t! 
| publishers of the AMERICAN NEWSPAPER DIRt 
| one for 1896, who will PAY A REWARD OF $100 

ach and every case where it shall be proved tha 

the paper was not e — as pame rating accorded 


25 per cer 


tf granted 


EIGHT-HOUR HERALD. ( isan, 17,370. 
MAINE. 
0.c ADVERTISER, Norway, Maine (local), 2,34 


My “IF” booklet ‘* 


will tell you several things about ¢ 


advertising. Send torit. It’s free. 
CLARENCE F. CHATFIELD, 
210 FRONT St., OWEGO, Tioga Co., N.Y. 


(f 


ssseeeea 


“FISHERS OF MEN” 


The shrewd advertiser who drops his 
ito the Jackson, Tenn., 


«-WHIG.. 


is sure of a good catch 
Only morning paper in a radius of 
one hundred Slee a veritable Alex 
ander Selkirk in its territory. Jack- 
son is an up-to-date city of 15,000 
inhabitants without a clam or a 
mummy. It is a manufacturing, 
railroad and educational center aud 
the trading murt of 304,000 people 
of snap, push and cas! 
si Wuic is the key to the situation. 


L, J. Brooks, Prop’r, Jackson, Tenn. , 
H. D. LA COSTE, 








EASTERN REPRESENTAT! VE, 36 PARK Row.N,Y 
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The —.—_ 
“Multipress” 


prints a 4, 6 or 8-page pa- 
per on a Web from Flat 
Forms of Type and delivers 
same folded ready for the 
Street at the rate of 5,000 


IT GOES 
INTO 
THE HOMES 


of the people. 
what makes 


The... ' 
limes-Union 


such a valuable 
advertising medium. 
It is a wide-awake 
newspaper and prints 
all the news promptly 
and accurately. 


JOHN H. FARRELL, 


EvITOR AND PRopRIETOR, 


Albany, N. Y. 


That’s 


per hour. 
Patent 376,053 covers this 





type of press and we shall 
protect our rights against 
infringement. 


Campbell Printing 
Press & Mfg. Co. 


6 Madison Avenue, New York 
334 Dearborn Street, Chicago 


| the Argus 


ihe Argus 


5 Is the Brightest and 
Best Newspaper pub- 
lished at Albany, N.Y. 
Its circulation is in- 


the population of Will- 
iamsport, Pa., read the 


Williamsport 
Gazette and 
Bulletin 
6,000 


oples, guaranteed daily 
irculation. 


creasing. Its adver- 
tising patronage is 
increasing. 

The Argus is 85 years 
old and every day 
adds vigor and 
strength. 


Send for rates and sample 
copies. Daily, Sunday 
and Semi - Weekly. 


H. D. LA COSTE, 


38 Park Row, New York. 


e Advertisers’ Agency, Philadelphia. 


The Argus Co. 


Albany, N. Y. 
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FRIENDS’ PUBLICATIONS. | 


These are the only mediums to reach the} 
great body of Friends in the United States | Make ... 
and Canada. The Friends are a well-to-do | isi 
and thrifty people, and have great confidence | Advertising 
in anything advertised in the periodicals of | Pay ~ ome 
the Church, > : 
1. Whe Teachers’ Quarterly is 
4 published for the Sabbath School Super- c-e~ 
intendents and Teachers. | 
2. Whe Advanced Quarterly is THE 
intended for the main body of the Sab-| 
bath School, 


| = 
The Intermediate Quarterly | 
is for a younger class of pupils. | venin 
The Primary Quarterly is for} 
the infant class. ‘hese Quarterlies 
have a combined circulation of over 


31,000, and are kept in the homes for| 

three months; the advertisements an O ul rn a 

not fail to attract attention. 

Our Youth’s Friend is a literary | 

paper for young people. The average cir- | OF JERSEY CITY, N. J. 
culation for the past year has been 11,119. | F ‘ 
Our Little Folk?s Magazine | . . 

is intended for the little ones. Mothers Was a daily visitor during 1506 
are delighted with it, and any advertise- | to no less than 

ment in it must claim their attention 


| 

Circulation, 4,000. 15. O35 ese . 
The Christian Arbitrator. | . Families 
This is the Friends’ publication on Peace ! : 
and Arbitration. The circulation is | in the wealthy suburban popul 
largely among ministers and educators. | 
It is a very valuable medium for certain | 
lines of advertising. Entire circulation | 
of the paper fo over 00008. i The MEDIUM that reaches 

FOR RATES APPLY TO THE 15,035 families must pay 

Publishing Association of Friends, advertisers. 
CHICACO, ILL. 


tion of Hudson County 








Ever Since 


7K 
The Helena (Montana) 
Independent 


has grown in circulation 
until now, in a city of 
13,834, 
it has a — 
0 
6,400 Daily, 6,800 Sunday 
and 
3,500 Weekly 


H. D. LA COSTE 
38 Park Row New York 


Written and designed by The Advertisers’ Agency, Philadelphia and Buffalo. 
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For quantity of 
circulation 

or quality either, 

for that matter, you 
cannot find a better 
medium than 


THE RICHMOND STATE 


It has the largest 
afternoon 

circulation in 
Virginia. 

See H. D. LA COSTE, 
38 Park Row, 

New York, 

for rates. 


Written and designed by The Advertisers’ Agency, Philadelphia and Buffalo. 

















BEEBE TRELLIS EBEB ERY 
Dp K 
-\ The Seattle Post-Intelligencer RS 
t . 
<< Is Not the Whole Thing —— ~ 
Out in the Northwest, but it is the best advertising proposition in : 
the State of Washington. Its field does not include Oregon, SS 
Utah, California, Montana, Wyoming nor the entire territory Xe 
west of the Rockies. a 


Sar 
Fb « 
3 


- 
— 


> 
§$OSs 4 ASASCH 


BUT IT IS READ IN EVERY NOOK AND se 
CORNER IN WASHINGTON, 3 

Die 

w 


\ large portion of British Columbia and Alaska. It gives (yg 
advertisers double the circulation of any paper in the State. 2 

In 1896 the PosT-INTELLIGENCER carried more inches of 2 
paid advertising than any other paper north of San Francisco on 5X8 


the Pacific Coast. Sxe 
Seattle Post-Intelligencer. 
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A. FRANK RICHARDSON........Eastern Representative aS 
S. PB. WESTON. .,................4n Charge of Advertising Se 
JAMES D. HOGE, Jr Business Manager 
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THE TOLEDO 


Commercial 


Established 1846. 


Published Every Day in the Year. 


The COMMERCIAL presents 


advertisers two important 
features that should always 


be considered when placing 


an advertisement, viz.: 


QUANTITY and 


QUALITY 


A well-written advertise- 
ment of an article of merit, 
inserted in the COMMERCIAL, 
would insure its being widely 
read by people who have 
daily needs and ability to 
provide forthem. Don’t you 


need some of this circulation 


in your business? 


W.E. SCOTT, 
150 Nassau St., N.Y. 


Eastern Representative. 





PRINTERS’ INK. 


* te 
can be done slovenly, fair 
ly good or good. A printer 
can exercise judgment an 
taste in the execution of | 
work and so make a go 
job, or he can dispense wit 
both and turn it out in th 
quickest and cheapest mar 
ner. By doing the former 
and sticking to it he ca 
build up a good trade, con 
posed of customers wil 
want only the best work and are 
willing to pay a fair price for it. By adopt 
ing the other method he can get the name 
being a cheap printer, and so attract a class 
of cheap work and cheap customers. 
am not a cheap printer. I do good work 
and expect a fair price for it. I do no work 
ataloss On no jobdo I make a fortune 
po a fair profit on every job is what I look 
or. 

The composition on all 
work which I turn out is the 
best that Icando. It repre- 
sents the best facilities that 
a fully equipped establish- 
ment contains. I exercise 
both taste and judgment in 
setting every job. I endeav- 
or to suit every customer 
and vary the style for every 
one. Too much sameness in 
type display is a drawback of most printers 

Job (or small) press-work requires careful 
attention and expert handling. I have exe- 
cuted on small presses some 
of the best work ever done 
I have been complimente 
on my work in this line 
repeatedly. A fancy letter- 
head, card, circular or book 
let cover I can turn 
better than most printers and 
as well as any. 

Large press-work, where 
careful handling and expert 
workmanship are looked for 
and expected, I can execute 
in a manner satisfactury to all concerned 
Half-tone, color and accurate register work 
I am called upon to perform every day. I 
take particular pains with this class of work 
and always please my cus- 
tomer. 

Of every job left to me 
to desi “ can truthfully 
say I have never failed , 
to please my customer. 

That is my best recom- 
mendation, An increas- 
ing business tells the 
story of how I suit my 
patrons better than I can. 
ave here stated the 
manner in which I do ; 
work, I expect to receive answers to this 
advertisement. Will yours be one of them? 


Wm. Johnston, 


Mgr. Printers’ Ink Press. 
10 Spruce St., New York. 
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PRINTERS’ INK. 
‘ 


It is because 
its readers are of the well- 
to-do class that the 


Philadelphia 


Press 


is the most profitable medium 
for advertisers in the State 
of Pennsylvania. w w 


™ 
The Press is 


the greatest 
want medium 


in Philadelphia. 
re 


Largest two-cent Circulation. 
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THE BEST MEDIUMS 
FOR ADVERTISING 


any article that is intended to sell 
among the families of 


DAYTON, OHIO 


are undoubtedly the 


MORNING 


===-TIMES fR5x° 
and FULL VALUE 
EVENING Sour oh 


---NEWS 


The proprietors of these papers are well 
known, they have the utmost respect for 
their reliability, and their papers have 
the entree to the most refined homes in 
the city. 


A Combined Circulation of 


14,000 Daily 


offers advertisers an opportunity of thor- 
oughly covering this section at a nominal 
cost. 


AH. D. LA COSTE, $3855 fea"R vor 
SDD DDC 
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LARGEST NEWSPAPERS 


LARGEST CIRCULATIONS 


IN RHODE ISLAND. 








Evening 


Telegram. | 


MaAAMO-<sOn7A' 
UA7Prue mMoOoTZ 


Sunday 
3 Telegram. : 
LARGEST ADVERTISING 
PATRONAGE IN RHODE ISLAND. 
THE SUNDAY TELEGRAM carries more than THREE TIMES 
h PAID ADVERTISING as any other Sunday newspaper in 
the State. Its ABSOLUTE SUPREMACY in both CIRCULATION and 


ADVERTISING is unquestioned. The EVENING and SUNDAY TELE- 
GRAM cover the State thoroughly. 
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PROVIDENCE TELEGRAM PUBLISHING CO., ProvipEnceg, R.I. 
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SO A 


The Brooklyn 


Daily 
Eagle 


PUBLISHES MORE ADVERTISEMENTS 
bans SOP wea 


Semeneer 
Resorts 


THAN ANY OTHER PAPER IN 
.... AMERICA .... 


¢ 


The Annual . 


SUMMER RESORT 
SOUVENIR NUMBER 


Published June 13, 1897. 
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Houston Post 


Pays the Postage. 





Information taken from the printed report of the 
Postmaster-General of the United States for 1896 shows 
pounds second-class matter mailed during the year 
ending June 30th, 1896 : 

Houston, Texas, ... . 507,177 pounds 
Calveston, Texas, » . » 384,615 
Houston more than Calveston,. . 122,562 


sé 


The POST alone mailed during the time stated 502,319 pounds 
All other Houston papers, . . 4,858 “ 


507,177.“ 
The POST alone mailed . 502,319 pounds 


All Galveston papers, . . 384, 615 
The POST over combined 


papers of Galveston, . 117,70% pounds 
The above figures show conclusively why the Post 
has always been willing and anxious to give the public 
a detailed statement of circulation while its competitors 
rely upon prestige. No going behind the returns. 


For any other or further evidence or information 
call or address THE POST, semanas Texas. 
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The Cvening Wisconsin. 


























FIFTIETH YEAR. MIL WAUKEE, MARCH 4, 1897, THREE CEN 
PRIN TERS’ INK — 
says: 
9 “The Boston Transcript, Brooklyn Eagle, 
re) ss ; ; é 
08 New York Evening Post, Philadelphia 
28 Telegraph, Washington Star, Chicag 
QO : P P : 
009) Post, Milwaukee Wisconsin and Sa: 
elele, . ; ' 
O09 Francisco Bulletin are evening papers o! 
9009 
stetete, high character, and go into homes an 
000 ' 
0026) have a worth to advertisers beyond th: 
000 . ; ; ; 
O000 mere figures of their daily circulation 
000 , ' : 
eseeeee: They have no waste circulation. Every 
0000 
9000 copy goes into a home, and goes ther 
0900 as si 
O00¢ because it is wanted there. The foreyo- 
BOOK , 
8939 ing small list constitutes a very choic 
O009 group of papers. If there is any oth 
fe) evening paper anywhere that has a bett« 
right to be named than one of thes 
Printers’ Ink would be glad to be fur- 





nished with its name and to consider th 
reasons set up by its publishers for a 


place among the eight.” 
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Side Talks 
With Advertisers 


Talk No. I—Quality of Circulation. 





Advertisers in looking for big circulations some- 
times fail to consider the class of people to whom 
a paper goes. Where are your buyers? Do they 
belong to the six-dollar-a-week class, the ten, the 
twenty-five, the fifty, the hundred ? Think of that. 

If you have something that all classes should have, 
choose your medium accordingly. The mediums 
that reach a special class are many, the mediums 
that reach more than two or three of them are few. 


The Detroit 
Free Press 


reaches every class. It is read in the home 
of the mechanic, the tradesman and the banker. It 
is powerful, because it has always stood for the best 
that there is in journalism. It is profitable to the 
advertiser because of its power. The daily edition 
reached an average of 36,708 people during 1896, 
and the twice-a-week edition now reaches over 
98,000 every issue. 
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HOME OFFICE, R. A. CRAIG, 


Detroit, MIcH. 41 Times Building, 
NEW YORK. 


Written and designed by The Advertisers’ Agency, Philadelphia and Buffalo. 
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YOU WANT 
—»_ 


Chicago 
Money! 





THE WAY TO GET IT 
IS TO ADVERTISE IN 


The Chicago Dispatch 


By JOSEPH R. DUNLOP, 
e4¢ 
Circulation 115,000 Daily. 
Reaches 460,000 Readers Daily. 


a4 


The Weekly Dispatch 


Has 50,000 Circulation 


In the Southern, Middle, Western and Northwestern States 





See 
— HOME OFFICE: 
vane? Temple Conrt, 5-17 Fifth Avenue, 
New York. CHICAGO. ‘ 
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® 
A NEWSPAPERS 4 FS 
"THE PLAIN TRUTH" 
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Kansas City 
Times 


with its guaranteed circulation of nearly 24.000 
Pri every d ay, offers to advertisers the best me- 
ium for results of any Western paper 
Proof of its ; ying qualities were recently detn- 
onstrated by the Bee Hive Dry Goods Compary, of 
Kansas City, whose manager says: 
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KANSAS @JTY, Mo., Feb. 13, 1897. 
Mr. FRANK P. Fuoss, Business Manager 
of THE Kansas City TIMEs: 
DEAR Sirn—The effect of our advertisement in THE 
IMES to-day was magnetic. So much so that an extra 
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corps of salesmen were so busy during the day that they 
were unable to fully attend to the wants of our estab- 
lishment. However, we were able to sell, I think, the 
largest amount of shoes that have ever been sold in 
Kansas City in a single day. ‘| he bargains which were 
offered through the columns of [HE |IMES were eye- 
openers. I am fully conscious that advertising pays 
Very respectfully, 
Lee J. ScHIFF, Mgr. Bee Hive 


The advertising rates of THE Times are as low 
iS any paper in the country on a circulation basis. 


Send for copy and rates to THE KANSAS 
CITY ‘TIMES, Kansas City, Mo., or 
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Springfield conic) 
Republic-Times 


is a good paper in a good town. 
Better than that: 


pape 


tions. Advertisers say so by 
their patronage, and the paper 


r in a good town. 


—speaks for itself. 


The Ho 


1227 America 
New 


n Tract Bldg., 


sterman Publishing Co. 


SPRINGFIELD, OHIO. 


York. CHICAGO. 
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It’s the BEST 
The 


people say so by their subscrip- 
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PRINTERS’ INK. 


23 YEARS OF 


ONTINUOUS 
SUCCESS! 


THE VICKERY & HILL LIST has been established for 


twenty-three years. During all that time there never has been 


+ 
w 


: 


one year that the business has not yielded a profit. It pays 
idvertisers to be identified with successful publications. Dur- 
ing the dull times of the past three years, while many, in fact 
most, publications have suffered for business, the old reliable 


Vickery & Hill List 


has been patronized more freely than any other similar publica- 
tion. Look at our December and January, February and 
March and April issues. Dees any one think we could continue 
to carry month after month this large volume of business if 
our papers did not pay our advertisers? If you are not adver- 
tising with us, WHY not? Do you advertise for pleasure or 
for profit? If for profit, you are with US, or you are losing the 
most profitable papers now before the people. 


The Vickery & Hill Listes et 1 th te 4 
CIRCULATION Each Month 
HH HF I =o more than J ,500,000 


C. &. ELLS, 


Special Advertising Representative, 


401-2-3-4 Temple Court, New York. 


HICAGO OFFICE: BOSTON OFFICE: 
103 Boyce Building, 72 International Trust Bldg., 


W. J. Kennepy in charge. E. R. Graves in charge. 


q 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
| 
{ 
{ 
{ 
{ 
{ 
{ 
$ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
{ 
; 
{ 
{ 
{ 
{ 
q 
{ 
{ 
& 


LOLOL LLL rr rr rr 





PRINTERS’ INK. 





“‘Now-a-Day” “These Hard Times” 


People cannot afford to spend much money 
— not even on newspapers — so 
the readers of the 








Elmira Telegram 


(and there are over 500,000 of them) must 
certainly devour every word in it, as it is 
but a 16-page paper and costs 5 cents. 
Consequently — An inch adver- 
tisement in the TELEGRAM is seenand read 
as quickly and thoroughly as a 4-inch ad- 
vertisement in any of the 24 to 60-page 
Weeklies and Sunday papers. 
Besides — Advertising in the EL- 
MIRA TELEGRAM is like advertising in a 
dozen weeklies of “medium” circulation, 
as it sells just as heavy in 
Binghamton, Scranton, Wilkes-Barre, Gorning, 
Hornellsville, Ithaca, Pittston, Waverly, 


Port Jervis, Owego, Bath, Olean, 
Bradford, Rochester, 


and also in other parts of the country. 


“Try It” “That's The Proper Caper” 


SAMPLE Copies SENT AND RATES GLADLY QUOTED BY 


A.F. Richardson 


Tribune Building, 
NEW YORK CITY. 
Chamber of Commerce, 
CHICAGO. 

Red Lion Court, Fleet St. 
LONDON. 
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From Canada 
To California 


On Monday, April 26, I received fifty-five 

55) orders, and the y came from 23 States in 

he Union and one from Canada. They reached 

as far north as Prince Edward Island and as 

r west as California. Every one of them was 

companied by the cash, otherwise I would 
t ship the ink. I defy any of my competitors 


to make a <i such as mine, even though 
cy have agents covering every section of the 
untry. I am receiving letters from my cus- 
mers regularly, stating that the other ink 
ouses are meeting my prices, and giving 
redit as an inducement to regain the trade. 
f course, I have lost some trade, but the ma- 
rity of my customers are willing to send cash 
th the order, feeling perfectly secure that if 

the ink is not all right Iam always willing to 

take it back and refund the money. They are 
lso aware of the fact that if I had not started 
1 the business they would still be paying ex- 
rtionate prices for their inks. Send for my 
rice list. Address 


PRINTERS INK JONSON 
S Spruce St. New York 
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Mr. Charles Austin Bates, the famous advertising writer, 
makes a specialty of medical advertisements. He has studie 





medicine and has a habit of analyzing the ingredients of every 


medicine about which he is asked to write, refusing to write a 
vertisements for medicines which he cannot indorse. He says 


Ripans Tabules 


“T had the formula and went through it from the ground up. 

found that every one of the ingredients was put in for so! 
special purpose, and was good for the purpose intended. I hay 
as much confidence in Ripans Tabules as I have in anything 
ever wrote about. I take them myself when I have eaten a litt 
too much or feel nausea or symptoms of headache coming on, a 
I find them quicker to act than any medicine lever took. \ 

can feel their action in the stomach almost immediately ; a ve 

pleasant sensation. I know some people who think they ca 
possibly get along without them, My wife went to call one d: 
on some friends she had known always. She found they swor 


by Ripans Tabules. They did not know that she knew anythin; 


about them or that I had written anything for them.” 


| 





( 
( 
( 
( 
( 
( 
( 
f 
( 
( 
( 
} 
( 
( 
( 
( 
( 
( 
( 
( 
( 
( 
( 
( 
( 
( 
( 
( 
( 
( 
( 
( 
{ 
( 
{ 
( 
{ 


PRINTERS’ INK. 


Remember 


that the 


BROOKLYN “L” 


is the pioneer road in the “ City of 
Churches ""— 

it has over twenty miles of track 

the best terminal in the new bridge 
station 

it practically covers most of th 
City of Brooklyn— 

. 

it carries over double the number 
of passengers than any other 
line— 

it was the first road to have REAL 
advertising— 

that department is managed by 
experienced and practical men 


who know no place but the TOI 
Geo. Kissam & Co. 


253 Broadway, New York. 











INK. 


The Advertiser who is 
making money uses 
the Daily Newspapers. 


The Little Schoolmaster happened to be standing by the other day when un advert 
was discussing an estimate handed in by an advertising agent for a whole lot of relig 
papers. Printers’ Ink understood the instructions to have been to give quotations 
the religious papers that are credited by the American Newspaper Directory with print 
more than ten thousand copies. The number of papers in the pile was said to be exa 
sixty. After the two had compared the papers and the price for awhile, the advert 
said: ** Why, the religious papers don't look prosperous any more—do they ?”’ ’ 
agent responded: ‘*‘ Well, no, they don’t. The fact is that their prices are two high 1 
for the circulation.”"—£ditorial from lrinters’ Ink, April 21, 1897 


~ILLUSTRATION. 

The best religious paper in Philadelphia is the Sunday Sc/ 
Times. Itscirculation during 1896 averaged 151,625 copies ea 
issue, and to insert a 1oo-line advertisement one time costs §: 

The best daily paper in Philadelphia is the Record. Its cir 
lation during 1896 averaged 170,402 copies each issue, and t 
insert a 1oo-line advertisement one time costs $25. 
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In old days, days that have gone by probably never to retur: 
the weekly paper was the favorite advertising medium. It w 
thought that one copy of a weekly paper was worth for an adv« 
tiser’s use twice as much asa copy of a daily paper. That ma 
have been true once. It probably is not true now, and if it 
the argument is still in favor of the daily paper, for the averag 
weekly charges from three to five times as much as the avera; 
daily for each thousand circulation. In the cases quoted abo, 
a thousand circulation costs more than three times as much | 
the Sunday School Times as it does in the Philadelphia Reco, 
The daily paper is the paper of to-day. The advertiser who put 
his advertisement in the daily paper to-day knows to-morro\ 
something about what its result is to be, and if it is satisfactor 
he can repeat his order. If he orders it in the weekly paper tl 
week, it will be next week before it has appeared, and by th 
time the chances are he has lost interest in it. If he orders h 
advertisement in a monthly magazine in May, it appears in Jul) 
or August when he has forgotten pretty much all about it 
Advertisers should consider this matter. The daily paper is th 
paper for an advertiser to use who is living his life to-da) 

For further advice, address 


THE GEO. P. ROWELL ADVERTISING CO. 
10 SPRUCE STREET, NEW YORK. 





